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‘mith Davis 
o Run Business 
suying Company 


Local and National Ads 
Would Back Franchise 
Plan in 561 Cities 


PHILADELPHIA—Smith Davis 
orp., New York, reputed to be 
ihe largest broker of newspapers 
nd radio stations, has acquired a 
0% interest in Business Corp. of 
merica, recently formed at 317 
5. 16th St. here to “pioneer in the 
ast modern method of marketing 
businesses.” 

George Romano, formerly na- 
ional advertising manager of the 
Atlantic City Press-Union and 
more recently in charge of con- 
ventions and exhibits of General 
fotors, is president of BCA, 
hich plans to franchise and di- 
ect the business-selling opera- 
ions of local firms and individuals 
561 communities throughout the 
ountry “large enough for it.” 
Vincent J. Manno, general man- 
ger of Smith Davis Corp., will 
be vice-president and a director. 
lso active in the new organiza- 
ion will be Norris McLean, law- 
er and investment banker, and a 
smith Davis executive. 


Albert Zugsmith, executive 
jice-president of the latter firm, 
pointed out that BCA now has 
bout 60 franchised representa- 
ives in as many cities—including 
ccountants, lawyers and realtors. 
Representatives in each city, large 
br small, will be exclusive. Branch 
iffices may be opened by the fran- 
hise holder to cover larger cities, 
Ind he may get a franchise for 
ther cities in his area. 
Representatives are being chosen 
three ways: 

l. By writing to the classified 
iivertising manager of the largest 
lewspaper in a city for recom- 
mendations of people best quali- 
ied to handle buying and selling 
bh businesses there. (The news- 
paper executives are told that 
nsistent newspaper advertising 
s required of franchise holders.) 
2. If this fails to produce men of 
€ caliber required, BCA con- 
act: the attorney of the leading 
ant. (The bank attorney also 
ay become attorney for BCA in 
S$ crea.) 

3. If qualified applicants have 
ot hen been produced by these 
eais (and the letters to the 
las ified ad managers have just 
ore out), BCA will contact a 
tailing accountant. 


Mr. Zugsmith explained that 
til now business brokers (not 
¢ uding realtors) have operated 
tinarily in cities of 250,000 or 
lore population. The BCA plan 
ot only would extend the service 
f qualified brokers to smaller 
ommunities but would provide all 
f them with “national network” 
ac lities on methods, standards 
¢ prospective buyers in other 
s of the country who might 
(Continued on Page 71) 


DIRECT—Standard Steel Spring Co., 

Coraopolis, Pa., last week attacked loose 

talk about big profits in this full-page 

newspaper ad in 26 cities. MacFarland, 

‘Aveyard & Co., Chicago, is the agency. 
(Story on Page 2.) 


Radio Lags on 
Cash Discount, 
Four A's Says 


Other Media Action 
‘Reassuring,’ Duffy 
Committee Announces 


NEw YorK—The national pic- 
ture with regard to the 2% cash 
discount allowed by major adver- 
tising media is “reassuring in 
every field except radio,” the com- 
mittee on media relations of the 
American Association of Adver- 
tising Agencies reported last week. 

H. H. Dobberteen, vice-pres- 
ident and media director of Ben- 
ton & Bowles, and chairman of the 
Four A’s group’s subcommittee on 
cash discount, said that: 

“Contrasting with the record 
support for the discount among 
most other media, only 9% of in- 
dividual radio stations assist agen- 
cies to collect their radio bills by 
providing the cash discount in- 
centive. Of the newer FM stations, 
only 8.1% allow the 2% cash dis- 
count. Support by television sta- 
tions is even poorer: Of 40 tele- 
vision stations listing rates at the 

(Continued on Page 65) 


To Feel 


your level best, read 
‘Creative Man’‘s Corner,’ 
Page 64. Other features: 


RE, in hcedelareeanintetenerionaitig 12 
Advertising in the Test Stage ..............00 70 
Advertising Market Place ..............-c00000 40 
NN IE, SIE csiicccentevtesevecceetecsesotind 32 
ID IIIIIND cocevccnesiovecsoeccoocesseocsts 68 
Department Store Sales .............ccccccceee 22 
SUIS cditiheidashababsterenebwereheseebeevoseovecesnss 12 
Farm Publications Linage ..............::000 36 
SIN TERENINED scketsdevsecmccsesqsessosenscocessors 16 
Information for Advertisers ..............000. 40 
SS HEIDE dctsnnasksispidirwerdensoeseesesstesrenss 30 
I EIN. secpecscunstnccoevsucsoccsnesoosentoes 36 
SS 68 
Photographic Review ..........cccccssecseeeeeeees 43 
NED cick indian naitigedvesestepsvenvepgunnanstee 12 
Teleradio Man’s Corner .........cccsscseeeeeees 58 
Voice of the Advertiser 60 
You Ought to Know 62 


44 Top Agencies 
Invited to Bid 
on Army Account 


WASHINGTON—The 44 agencies 
which billed $10,000,000 or more 
in 1948, as shown in ADVERTISING 
AGe’s annual agency survey, re- 
ported in the adjoining column, 
were invited by the Secretaries 
of the Army and Air Force last 
week to compete for the $3,000,- 
000 military recruiting advertising 
and publicity account for 1950. 

Announcement that the con- 
tract would be thrown open to 
competition among the $10,000,000- 
plus agencies was issued Thurs- 
day. Upon urgent request, an ad- 
vance copy of the 1948 billings 
list was provided by ADVERTISING 
AGE, and official invitations went 
to the 44 agencies over the week- 
end. 

Under government regulations, 
the contract must be renegotiated 
annually. For several years it was 
held by N. W. Ayer, but a year 
ago Gardner Advertising Co., St. 
Louis, New York and Washington, 
took it away in one of the adver- 
tising surprises of the year. 


a A briefing session on the ac- 
count will be held here March 7. 
Agencies intending to participate 
have been asked to indicate their 
plans to Maj. Gen. Thomas J. 
Hanley Jr., chief, Military Per- 
sonnel Procurement Services Di- 
vision. 

The account currently runs in 
excess of $4,000,000 divided al- 
most equally for radio, newspa- 
pers and magazines, according to 
Col. Fay O. Dice, chief, publicity 
branch, Procurement Services Di- 
vision. It also involves public re- 
lations, brochures, and beginning 
in May, some television. However, 

(Continued on Page 65) 


44 Big Agencies Billed 
$1,100,000,000 in ‘48 


Seven Enter $10,000,000-Up Group 

as 20 Pass the $20,000,000 Mark; 

JWT, Y&R, BBDO and Ayer Hold Lead 
By LAWRENCE M. HuGHES 


Copyright, 1949, by Advertising Publications, Inc. Repro- 
duction in whole or in part without written permission 


expressly prohibited. 


New YorK—Combined volume of advertising agencies billing $10,- 
000,000 and more passed the billion-dollar-mark for the first time in 
1948, when 44 in this group produced an estimated total of slightly 


less than $1,100,000,000. 


For 1947 ADVERTISING AGE estimated the combined billings of the 
37 agencies then in the $10,000,000-and-up group at $939,000,000. 

Apparently seven agencies moved into the bracket in 1948, and 
none dropped from it. A Canadian agency and an agency head- 
quartered on the Pacific Coast appear in the group for the first time. 

Average volume of the 44 in 1948 was just under $25,000,000, or 
slightly less than the $25,500,000 average of the 37 in 1947. 


Nearly $60,000,000, or about 5% 
Canadian and foreign billings. 


s J. Walter Thompson Co. con- 
tinued to lead with billings esti- 
mated at $115,000,000, or more 
than one-tenth of the combined 
volume of the 44. About $23,000,- 
000 of the JWT total, however, is 
reported to have been made by 
its 15 offices in other countries 
from Argentina to Australia 
(where JWT employs about 1,000 
of its 2,500 people). The $92,000,- 
000 JWT domestic volume, how- 
ever, still led Young & Rubicam’s 
estimated $75,000,000 and Batten, 
Barton, Durstine & Osborn’s $72,- 
100,000. 

As in 1947, six agencies contin- 
ued to bill more than $50,000,000 
each: JWT, Y&R, BBDO (which 
moved from fourth to third place 
during the year); N. W. Ayer & 
Son, $67,000,000; McCann-Erick- 
son, $54,000,000, and Foote, Cone 
& Belding, $52,600,000. 

These six provided between them 


Last Minute News Flashes 


Meldrum & Fewsmith Gets Durkee Foods Account 


CLEVELAND—Meldrum & Fewsmith, which has handled advertising of 
the seven other Glidden Co. divisions since 1934, has been named by 
the Durkee Famous Foods division to handle national advertising of 
Durkee’s margarine, mayonnaise and whipped salad dressing; national 


and local advertising of Durkee’s 


Famous dressing, coconut, spices, 


condiments and shortening; and business paper advertising for all Dur- 


kee bulk and package foods. 


Carley Joins Donahue’s Executive Staff 

New YorK—Robert Carley, formerly a vice-president of Cecil & 
Presbrey, has joined the executive staff of Donahue & Coe. Before 
Army service, Mr. Carley was with Batten, Barton, Durstine & Osborn 


and the National Broadcasting Co. 


Soilax Drive to Break in 100 Markets 


St. Paut, Minn.—Economics Laboratory, Inc., will launch a news- 
paper campaign for the “new improved” Soilax detergent in March in 
more than 100 major markets. Newell-Emmett Co., New York, is the 


agency. 


Ken Purdy Appointed Editor of ‘True’ 

New YorK—Ken Purdy, for the past two years editor of Parade, has 
been named editor of True, succeeding the late Bill Williams. Jess 
Gorkin has been advanced from managing editor to editor of Parade. 


Ronson Names Grey Advertising on Penciliter 
Newark, N. J.—Ronson Art Metal Works has appointed Grey Ad- 
vertising, New York, to handle the Penciliter account, estimated at 
about $300,000. Cecil & Presbrey, New York, previously handled this 
combination automatic pencil and cigaret lighter. 
(Additional News Flashes on Page 69) 


of the $1,100,000,000 total, was in 


about $435,000,000, or about 40% 
of the billings of all 44. 


s Five which billed between $30,- 
000,000 and $37,000,000—Dancer- 
Fitzgerald-Sample, Ruthrauff & 
Ryan, Benton & Bowles, Grant Ad- 
vertising and William Esty & Co. 
—placed $174,000,000 among 
them, and nine in the $20-30,000,- 
000 group totaled $211,000,000. 
These nine were Biow Co., New- 
ell-Emmett, Kenyon & Eckhardt, 
D’Arcy Advertising, Erwin, Wasey, 
Compton Advertising, Maxon, Inc., 
Fuller & Smith & Ross, and Kud- 
ner Agency. 

As against 16 in 1947, 20 agen- 
cies made the $20,000,000-and-up 
group in 1948. They provided about 
$820,000,000, or nearly four-fifths 
of the $1,100,000,000 total of the 
44, and showed average billings 
of $41,000,000 each. 


a The seven new members of the 
entire $10,000,000-and-more 
bracket were Brisacher, Wheeler 
& Staff; Campbell-Mithun, Inc.; 
Caples Co.; Cockfield Brown & 
Co. (Canada); Federal; Mac- 
Manus, John & Adams; and Sull- 
ivan, Stauffer, Colwell & Bayles. 

Largest percentage gains of all 
44 probably were made by SSC&B 
and Campbell-Mithun, both of 
which doubled their volume. 

Among the $20,000,000-and-up 
agencies, the largest percentage 
increases were made by Benton & 
Bowles and Kenyon & Eckhardt, 
each rising about 25%. 

J. Walter Thompson, Y&R and 
BBDO led in dollar increases, with 
gains of $10,000,000 or more. 


ws Billings of seven agencies were 
virtually unchanged: Campbell- 
Ewald, Grey, Duane Jones, Al 
Paul Lefton, J. M. Mathes, Roche, 
Williams & Cleary, and Sherman 
& Marquette. 

Due primarily to contraction in 
movie advertising, two agencies— 
Buchanan and Donahue & Coe— 
had smaller volume than in 1947. 

AA obtained the data for this 
fifth annual summary of larger 
agencies’ billings trends from the 
principals, and primarily the pres- 
idents, of the agencies concerned. 

(Continued on Page 50) 


Bi ine = 
SoS an 


‘i> ~ = Me Bhiee a” Say Pe a a“ oe hom ee ied - Tet he hit iy oe A bee Ale A ne Ste, To OT iby oie ale, ae ae ee rae SAR oy ae a Ae ~ fe aad EY Se i tg eS ets Spine) OP 
ee er ees ier PE Goss : Ee ree et ee ' ot aie) Cee Sule yhs cn ef ; Sree Bae 
i. a ie se at 8 pe ts DBs e ym ss” a ew Sy oo 42, ; ey . Oi stains i 
co. Agee Sees ee Ce i ae Re Did a ae wer a4 7 ons) cle) Rusk Fee kame Crk ae aan oe ee pee I aia ad kA: Also © far ee fees. pe P- 
5. a poe. - ae 2 3 ¥ - oem : Ne: ical ee oe. i "i a3 : : } : ; : rs i i - : if + : a : E % ie Se e 
‘ ee. ee 
: . - Sa 
ae 
ee 
eae 
(eee 
oo 
ic 
. se oie 
ea 
OO ————O———OO——e—ereeeerererererer — 
——— 
, Py: ss ec) ee a Paes T E > a Res cote b tgp oe tae ce atin ee et 
% — Rais 
rn es, 
| 
. . ae 
Big Profits? a 
- as 
Tess SSS OSS 
Segerceceas 22 eee 
BSteees="* SsSsse Hee a 
SsSa SSeseses is 
sas ee a 
ES ESS ESSE ae 
Bess BSS (= i. oe 
eee |e es iss 
pone: ESS SS Wee) 
SIRSISSS “lor eece ewe => ye 
' Steaderd Steal Sprieg ba er 
| —— 6 - 6 
Serre: Tews wea wanes Tet 
| 
Po 
| 
| 
| apes 
gail 
—————————— 
| 
| Po 
| Pe Ls 
aS : 
a 
: 
oe 
a 
/ bh - 
} acy 
as 
| | oe “te re 
= 
| . he: me 
Peainre 
| ia 
| i aa: ae. 
| eee 
1a = 
| ot 
] pa ee 
foe a rs 
sates 
| | oer ie 
| : ae 
| | a E 
i ‘ys A : 
| _sssssssC(Ci‘(‘(‘(‘(!!COOOOO we 
| eee a 
> 
| oe, an 
= 
ee i eb 
| a 
| ee oe 
| pre 
| te 
| ie 
Peers, 
eee 
eel 
‘a 
PF ee 
. 4 
| = 
ab tae a 
sae 
etic 
Re toes = 
Neat ear a 
| —— 
| a 
eS . 
ane). 
| | les 
hice here Be ROR eta. sa tek me Bao Loe ant cies Rae AE nae Te : Ria ee! AMES ae as rt ee eee ke eee eRe ree oe pA ae “ Aso deere Re A ee pipe rea eG Bg ARS be See Ere wa et 2 om 
re eg gong Mab Let fed obs tect Sele tek Bees daha MoM udgnem inn agit a alg 2) Nits ke ga tein gies Gacntat ret tt hy oN ai cde. baum AALenict ieleh ie omnes cei oli | Tee eee Ne gag ce A 8G 


3 a 
Pe 


Trademark Group Warns 
Against Ohio Senate Bill 


The U. S. Trade Mark Associa- 
tion has warned trademark owners 
to be alert to Ohio Senate Bill 
No. 24, which provides for com- 
pulsory trademark legislation. The 
association urges vigorous oppo- 
sition, but points out that it opens 
the way to piracy, since it pro- 
vides that the first person to reg- 
ister a mark shall become the 
owner and be entitled to its ex- 
clusive use in the state. 


PERSONAL 


i i 
' The personal touch is the magic a 
4 touch ... in building up good will i 
Band making contacts. Impress pres- § 
’ ent and prospective customers per- Y 
sonally, with a gift of a MICRO- 
i LITE, the handsome miniature i 
EB keychain flashlight. Imprinted with § 
§ your name, it is the perfect good t 
will builder and gift souvenir. 
i © promotional plan tailored to i 
! your line . . . price list, sample, | 
B literature, write on your business t 
| letterhead to Dept. A-27. 1 
i MICRO-LITE CO., INC. 

44 West 18th Street, New York City 11 ff 
eo ee ee eee ee ee ee es 


‘Different’ Ads 
Violate Sound 
Advertising: Miller 


New YorK—Advertisers who 
make a fetish of the “different” 
violate basic principles of sound 
advertising, George Laflin Miller, 
vice-president, Doyle, Kitchen & 
McCormick, New York, told the 
Feb. 14 luncheon meeting of the 
Industrial Advertising Association 
of New York. 

Mr. Miller said that merely “to 
seek difference as an end in itself 
is dangerous.” He reminded the 
group that copy should “replace 
ignorance with knowledge, and in- 
difference with interest.” 

Advertising managers resort to 
spectacular devices to get atten- 
tion long before the saturation 
point in current campaigns has 
been reached, he said. Citing 
Lucky Strike, he pointed out how 
repetition can be a more desirable 
means of gaining maximum ef- 
fectiveness. Admitting the much- 


discussed Springs Mills campaign 
was decidedly different, Mr. Mil- 
ler was dubious of its value in 
promoting sales. 

Mr. Miller suggested the follow- 
ing methods in which advertis- 
ing men could gain distinction and 
freshness in their campaigns: Pre- 
pare novel layouts; suggest prod- 
uct changes to manufacturers; cre- 
ate a fictitious character to be 
identified with the product; sym- 
bolize the product and copy; high- 
light the package; flatter the pros- 
pect; feature testimonials, and use 
premiums. 


Sheasby Promoted 

Eugene G. Sheasby, manager of 
the market development division, 
has been named general staff man- 
ager, general sales division of the 
United States Steel Supply Co., 
Chicago, warehousing subsidiary 
of U. S. Steel Corp. 


G-E to Griswold-Eshleman 

The lamp department of Gen- 
eral Electric Co., Cleveland, has 
named Griswold-Eshleman Co., 
Cleveland, to direct its community 
relations advertising. 
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Standard Steel 
Talks Turkey on 
Business Profit 


Hits from Shoulder in 
Full-Page Newspaper 
Ads in 26 Cities 


(Picture on Page 1) 

PITTSBURGH—A_ direct, frontal 
attack on misconceptions about 
the profit system was launched 
last week by Standard Steel Spring 
Co., Coroapolis, Pa., with full-page 
ads in 32 newspapers in 26 major 
markets from coast to coast. 

A bold headline asked: “What’s 
all this talk about big profits?” 
Copy was equally “hard-boiled.” 
It started: “There’s a lot of loose 
talk in this country today about 
‘big profits.’ The talk is dangerous. 
It originates among men who have 
little knowledge of business or 
the real functions of profits. It 
can undermine and strangle the 
strongest guarantee of individual 
progress and individual safety this 
nation has to offer its people—the 
American business system.” 

Asserting baldly that “any bus- 
iness man knows that profits are 
the central and legitimate purpose 
of every business undertaking,” 
the ad went on to point out that 
1948 profits of all incorporated 
business was $20 billion, about 9% 
of the total national income, while 
$22 billion was spent on arma- 
ments and foreign aid, and asked: 


ae “Why in the name of common 
sense can this nation be applauded 
for spending over 10% of our na- 
tional income for global charity 
and armament purposes—and con- 
demned and maligned for corpor- 
ate net earnings of only 9% of 
the national income, to safeguard 
the principle of incentive, and 
provide capital for growth and ex- 
pansion for our own people?” 

In similar forthright style, the 
ad goes on’to tell what happens 
to profits, how big business sup- 
ports small business, how it all 
adds up to activity and jobs. “We’d 
better put a stop to this loose 
talk and face one serious, cold 
fact,” it says. “Every move we 
make to limit profits carries every 


| one of us dangerously closer to th 


Advertising Age, February 21, 19 


tyranny of systems in whicl 
want no part. For profit is th 
life blood upon which both jy 
dividuals and business live 
thrive in this nation.” 


an 


w The ad was the first of a pry 
jected series of ten which will a 
pear in the same list at two-wee 
intervals. Two others, “How «& 
American business pay the world 
highest wages and sell at t} 
world’s lowest prices?” and “et 
start calling it the profit and log 
systems,” have been complete. 
All talk in the same cold-turk 
fashion. All include a box on “!a¢ 
no American should ever forzet 
which compares wages, or buy; 
power or living standard with op 
or more foreign countries, and a 
end with a brief “history” , 
Standard Steel Spring Co. 


ws The series is the brain child 
Robert C. Enos, president 
Standard Steel, who is greatly cor 
cerned about the over-all proble 
of explaining the function 
profits. The ads are being prepar 
and placed by MacFarland, Ave 
yard & Co., Chicago, Standar 
Steel agency. 

Standard makes automobi! 
bumpers and springs, open ste 
floor grating, universal joints an 
coil springs. It sells nothing to th 
public, its principal custome 
being automobile manufacturer 
Mr.-Enos hopes that other cor 
panies will stop talking about th 
problem and do something, but |! 
has no present plans for urgin 
others to take similar action. 


Eagle Pencil Starts Drive 


Eagle Pencil Co., New York, ha 
launched a campaign for its Mir 
ado office pencils, starting with 
half page ad in the Feb. 19 Satur 
day Evening Post. The there 
“seven out of ten choose Mirad 
pencils as smoother,” is based on 
series of “masked pencil tests 
among office workers throughou 
the United States. In addition 1 
SEP, ads will appear in Time. Th 
agency is J. D. Tarcher & C 
New York. 


Plans Ad Conference 


Ohio State University, in c 
operation with Ohio advertisin 
organizations, will sponsor th 
fifth advertising and sales pro 
motion conference in Columbuw 
March 17-18. The theme will ) 
ne in a Buyer’s Mar 
et.” 
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SELLS APPLIANCES” 


Bendix, Frigidaire, General. Electric, Hotpoint 
... Norge, Packard-Bell, Philco, Presto SG 
Raytheon-Belmont, RCA Victor, Thor, Westinghouse 


...a veritable blue-book of appliance advertisers! 


They use The Mirror in Los Angeles because — 

like other advertisers who know America’s third 
market — they have seen its terrific acceptance by 
readers. Though its age is measured only in months, 


its circulation is already measured in six figures! 


Right from the start, The Mirror gave advertisers 


an unprecedented 100,000 net paid guarantee. 
Latest published figures show this average 


has been exceeded! 


THE MIRROR : Los Angeles 


Represented nationally by O’Mara & Ormsbee, Inc. 


New York * Chicago * Detroit + San Francisco 


*and hundreds of other products and services too! 
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Transit Radio Catches 
on Fast in Washington 


Initial public acceptance of its 
FM programs has encouraged 
Capital Transit Co., Washington, 
to speed up its installation sched- 
ule. One hundred radio-equipped 
vehicles will be installed by April 
1, 500 by the end of the year, and 
1,600 eventually. 

Station WWDC-FM, which 
broadcasts the programs to the 
buses, has announced that more 
than 35% of its available time has 
been sold. 


Hoy Joins Robert Bros. 

Mrs. Imelda Hoy, formerly with 
Better Homes & Gardens, has 
joined Roberts Brothers, Portland, 
Ore., as a copywriter. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


LOS ANGELES GARFIELD BUILDING 


SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG.) 


DeSoto Will Open 
$2,000,000 Push 
for 1949 Autos 


New YorKk—DeSoto division of 
Chrysler Corp. will spend about 
$2,000,000 on “the most extensive 
advertising campaign in our his- 
tory” to introduce 1949 models, A. 
B. Nielsen, eastern sales manager, 
told DeSoto-Plymouth dealers of 
the New York region, who saw the 
new cars for the first time last 
week. 

“We will use more newspaper 
space than ever before,” he added. 
Also scheduled are full-color ads 
in magazines, network radio, tele- 
vision, radio chain breaks and spot 
announcements, and outdoor post- 
ers. The introductory period will 
be ten weeks, starting March 5. 

DeSoto’s new slogan is: “the 
car designed with you in mind.” 


5327 alt ee 


The car is described as “modern 
but not modernistic”; providing 
more room, “but not a box car,” 
and it will not force buyers to 
“rebuild their garages.” 

Tires, it was said, can be changed 
easily, and “a dented fender can 
be fixed economically.” 

The new cars are now being 
shipped to 3,000 DeSoto-Ply- 
mouth dealers across the country. 

Batten, Barton, Durstine & Os- 
born handles DeSoto advertising. 


Schedules Industrial Forum 


The Industrial Advertising As- 
sociation of Southern California, a 
chapter of NIAA, will hold a 
spring forum consisting of a series 
of five weekly meetings beginning 
Feb. 23. The series is sponsored by 
the Southern California Edison Co. 
and the Los Angeles Department of 
Water and Power “in the interest 
of increasing industrial progress 
in southern California.” 


Robin Hood Names Brown 

+ Norman C. Brown, formerly ad- 
vertising manager of Murphy 
Paint Co., Montreal, has been 


EXPERIMENTAL—After weeks of sales tests 
of pre-packaged, quick-frozen meats in 
various market areas, Swift & Co. used 
several full-page ads, similar to the 
above, in Kalamazoo, to check response 
when advertising stimulation was applied. 


named advertising manager of 
Robin Hood Flour Mills Ltd., 
Montreal. 
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Yes, you get BOTH big advantages in Pittsburgh's Post-Gazette. 
For not only does the Post-Gazette call on more total families 
by far than any other Pittsburgh daily— but it is the only news- 
paper that routes your advertising as you route your salesmen 
to help sell the million central city people—and then travels 
beyond to sing the same selling song to the two million more 


who live in and around the 144 cities and towns of 1,000 


% . Pittssuron =” 


POST GAZETTE 


to 75,000 population. 


89,000 MORE THAN THE SUN-TELEGRAPH 
35,000 MORE THAN THE PRESS 


‘ 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Merge Auditing, 
NIAA Suggests 
to ABC, CCA 


New YorkK—A resolution urgi ig 
that a single auditing service >. 
made available covering both 1t6« 
paid and unpaid portions of bu j- 
ness paper circulation was adopted 
by the board of directors of the 
National Industrial Advertisers 
Association here last week. 

The NIAA proposes that both 
the Audit Bureau of Circulations 
and the Controlled Circulation Au- 
dit make available service cover- 
ing both the paid and unpaid por- 
tions of circulations of their mem- 
ber publications. It was also sug- 
gested that the CCA restrict its 
membership to publications havy- 
ing 50% or more controlled cir- 
culation. 

“Furthermore, the interests of 
business paper advertisers would 
be advanced, economies effected 
and uniformity of audits attained,” 
the resolution states, “if the bus- 
iness paper divisions of ABC and 
CCA were merged into one or- 
ganization to be concerned solely 
with the auditing of business pub- 
lications.” 

The resolution adopted by the 
NIAA board was submitted by a 
committee on audit forms, headed 
by Harold A. Wilt of J. Walter 
Thompson Co., New York. 


ws New officers for the NIAA, ap- 
proved by the nominating com- 
mittee and board for presentation 
at the annual convention in Buf- 
falo, N. Y., June 12-15 include: 
Bernard M. Dolan, manager of 
marketing, Peter A. Frasse & Co., 
New York, for president, succeed- 
ing William A. Marsteller, pres- 
ident of Edward Valves, East 
Chicago, Ind. 

Nominees for eight vice-pres- 
idential posts are: J. F. Apsey Jr., 
advertising manager, Black & 
Decker Mfg. Co., Towson, Md.; W. 
A. Bates, advertising manager, 
Steel Co. of Canada Ltd., Mon- 
treal; W. D. Crelley, manager of 
marketing, Telechron, Inc., Ash- 
land, Mass.; Edward Hurlburt, ad- 
vertising manager, Ritter Co., 
Rochester; Dar Johnson, Hyster 
Co., Portland, Ore.; W. B. Monta- 
gue, district sales promotion man- 
ager, Westinghouse Electric Co., 
Pittsburgh; A. R. Tofte, advertis- 
ing manager, Allis-Chalmers Mfg. 
Co., Milwaukee; Milford R. Wad- 
dell, Black, Sivalls & Bryson, Kan- 
sas City, Mo. 

Aldin L. Davis, advertising man- 
ager, Worthington Pump & Ma- 
chinery Corp., Harrison, N. J., was 
nominated to succeed Mr. Crelicy 
as secretary-treasurer. 


AWB to Meet in Chicago 


‘The sixth annual national cor- 
vention of the Association of Wo- 
men Broadcasters of the Nation:l! 
Association of Broadcasters w'!! 
be held in Chicago, March 10-!2 
Frieda B. Hennock, only wom:n 
member of the Federal Commun'- 
cations Commission, and A. ). 
Willard Jr., executive vice-pres- 
ident of NAB, will be the princip |! 
speakers. 


CBS Adds Two V.P.s 


CBS, New York, has added t:0 
more names to its list of vice-pr« - 
idents. They are: Harry S. Ack« - 
man, director of programs 
Hollywood, who continues in t! ' 
post, and Arthur Hull Hayes, ge - 
eral manager of WCBS, New Yo: . 
since 1940, who becomes vic - 
president in charge of the n¢ - 
work’s San Francisco office. 


Rich Joins Weintraub 


Lee Morse Rich, former direct 
of media at Albert Frank-Guenth 
Law, New York, has joined Wil 
iam H. Weintraub & Co., Ne\ 
York, in a similar capacity. 


Re Ae ook eee 


aie ar i. eee me i an gC tt omer Se sin! ies 7 ae ae VO Se a ee et Be ee oe ag ye, ao és 
ais ~ 4, ess * ae ae eee ae ee ‘eae ge ee 7 ats {eA Ss arr ga eer si ee eee eee fag 
: | / Advertising Age, February 21, 1: 49 
ee 1 << 
: | re _t A 
| ER. 
. I 05 AoE these PTY 
_ | Now [wide rf in Dunents 
A | J — “f 
| a gt vo coon! wo WASTE 
Fy m=! s + peAny 
-_ (Seren) Seeny 
_ $e" 
. 4) aun ie ‘ 3 
pe ek 44 
aie 211: — —— 
) Sesh\or™ 2. 
ig es as é=5 heli 
r i | 
ry | | | 
a a 
: ‘wee Se 7 Se eee ee ae 8 ee: See. eee eee 
E , 
Be: So a - ~ ese ee ee ee 
. . Whee at a 
A tS. ee RPE tk Se ed ee han oe Re ies eT Sy eR 
; IN PITTSBU —— ee ees ia ee 
| | : oe 7 —T ee nie Pe jadencll gee me s ‘ Bee ae i fe a rat ay fe ee ; es Ke 
— — you can 7 ; 
: epee kee Pk . peor ah ot gee ? Pe el? ay Lae WE wl ga WA) RTT wae a 
f ‘4 a: us ; Pie} a, SS og. he i a ee rae me i og : a Lg rey om B ae ‘ OS ae 3 re $i ee 
j age eg Ge eRe yet ee Sees mee ts We 5 tase = ie jeg. ap Eas ip a es pe tt Ngee ol fe SAE Laetth ge gs 
ms oe 6 fame guna Cee oe ee oe <7 ‘nan es aaa pe 
; ae — = 0 | ea a . he Asie ; é te SERA ae eo a ane ‘ene ek ios wees bi ie % sai we use 
sie eae! oP ee PE Ri Bins oy ne 
Sie aad ‘ ee ae bed 2 ee Pe cy we EN, y ag cae Ls a iS wri ra P < 4 
; e2 2 pt abled aa ated me kgs ‘idee a ig a ‘ Wt na on ak ee aed a ‘ 
. pone seats % a <y bs be } és an nts. Ey Me Sk oe > \Y : 
’ . ° AA 4 = i e 
— "OT, al SD»: s. 
Zo, A = 7 
‘ a Yzzan, . 
| eA Z (\ ea on HEED Se! 4 
*3issisteterssssietetssesesessssesese™e tA = 7 by sesssee pisisisysit: i: ¥ 
PHT SEeSTN ta “ @ pe iit: aH; Saat a 2 ° 
| GI HRHLS ELEN io Zs SHEEN Baga! SS Ge Reecmnenenne” eeceereemeeeeeeee 
STEER rOMUBOoaR Rn RRREED, “gl Yo “Ny 3 ) . iE at ceepeeememeete aaneaneeemaat 
‘EEE eer a — AN 8:8 a MPM): Ges ' 
eee ee Y, Tie ASSIS fe 
| i iaeenmmbnreritte mei Ve =Y aE g A’ 
_— SRST ESPRESSO ; Ll ten eis: [, y BOSUEY SH RRRSRROOSHHY, | PERSE ae 
a gi: einige Meets 
_ of Wa oe SE uu Henna eoeeonooer 
es wegen ; a (5m ‘d 
Sey oom tia ‘i re - 
| j { R YY 2 y 
> ele | It’s 
< ee 
. 
ee me 
a Let 
a ee OTS eee ae ae + SS Th 
- | a ee] Str 
| . a 7 —l 
| hor 
of rd y ; pax 7 ee . M aor ieee ail ide e c Re, eaten ok meee pines ee A oe bai = cia es a ieee! iy ay Pte yk a a 7 e . INES nar © a i legs X a ; Peng ‘ ee . 
eh emt es SIE EE RC OR Ee Pana ete roe eer Ss Eee os So ae ee | eos Oe ae EAE # 


Irging 
Ce »e 
h tne 
busi- 


opted 
f the 
tisers 


both 
atic ns 
1 Au- 
Over- 
por- 
nem- 
Sug- 
ct its 
hav- 
| cir. 


ts of 
vould 
ected 
ned,” 
bus- 
' and 
» or- 
olely 
pub- 


' the 
by a 
aded 
alter 


\Awe Wi 4 dell an 


EVENING ANOS S 


yn vay 


How to go home in Philadelphia 


By way of quick review, Philadelphia is the third market in the U.S. 
It’s the core of a vast trading center of more than four million 
individuals. More than most cities, it’s a city of homes. 


Let’s say you want this market. 


Then go home with The Bulletin. This great newspaper lives 
with more than four out of five Philadelphia families. Take Morris 
Street, for instance—80 of 86 families in three blocks get The Bulletin 
—use it as their shopping guide. In Philadelphia, The Bulletin goes 
home, stays home, is read by the entire family—evenings and Sundays. 
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In Philadelphia 
nearly everybody reads 
The Bulletin 
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Meeting Finds 
Social Sciences 
at Crossroads 


Merits of Formulas 
vs. Qualitative Data 
Debated at lowa City 


Iowa Ciry, Ia.—A cross-section 
of the nation’s leading social sci- 
ence scholars and their commercial 
colleagues in the public opinion 
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survey field demonstrated their 
concern over the future of the 
social studies at the State Uni- 
versity of Iowa’s Conference on 
Attitude & Opinion Research here 
last weekend. 

Aside from the post-mortem ses- 
sions on the results of the election 
polls, at which George Gallup, 
Archibald Crossley and their crit- 
ics covered now-familiar ground, 
the conference speakers gave those 
who attended the impression that 
the social sciences have reached 
the crossroads. 

Whether the future development 
of the social studies will depend 
upon an increasing application of 
mathematical formulas and the 
scientific method to achieve quan- 
titative results, or whether social 
science research will find greater 
possibilities for development in the 
amassing of more qualitative data 
regarding values and attitudes ap- 
peared to be the underlying issue. 

Among the proponents of the 
idea that mathematical formulas 
and more exact measuring devices 
offer the most fertile field for the 


development of genuine social sci- 
ences was Stuart C. Dodd, director 
of the University of Washington’s 
Public Opinion Laboratory. 


es Mr. Dodd and his Washington 
colleagues told the group that 
public opinion surveys could be 
made more accurate through the 
development of a regression equa- 
tion skeleton, to take into account 
all known factors contributing to 
the formation of public opinion, 
and then polls could be “rated” or 
compared to determine the prob- 
able error. 

The University of Washington 
group expressed its conviction that 
faulty polls resulted from a fail- 
ure of the other social sciences to 
provide necessary tools. As ex- 
amples, they cited the need for 
more exact data on attitudes to be 
provided by the psychologists, con- 
trolled laboratory tests of opinion, 
factor analyses to determine the 
validity of stereotypes, a new law 
of chance to replace the generally 
accepted dichotomous law of 
chance (in other words, whether 


people actually have opinions for 
or against), a speech atlas of the 
U. S. prepared by the semanticists, 
and the development of an inter- 
viewing process which would re- 
duce the effect of an interviewer 
upon the respondent. 

On the other hand, Clyde Hart, 
director of the National Opinion 
Research Center at the University 
of Chicago, inferred that social 
scientists need a better under- 
standing of the relationship be- 
tween their ultimate goals and 
and tools with which they work. 


a “The identification of science 
and method,” he told the session 
on unsettled problems, “tends to 
make the selection of problems 
depend on method, and thus re- 
sults are not too productive... 
The choice of method should de- 
pend upon the problem. 

“The major work of the social 
sciences in the next decades will 
be to determine values and how 
they influence human beings... 
If we begin to behave more like 
students of attitudes and opinions 
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432,112—total weekday circulation—again the highest weekday 
circulation ever attained by any Michigan newspaper, 


acy 
pleasant ® dreams 


After busy work-days, most Detroiters eagerly 


look forward to pleasant evenings in their own homes, 

with their families and their home-delivered Detroit News. 

Because Detroit is a Rapid Transit-less city where most 

folks conveniently drive their cars to work, to shop, to visit 

—their first opportunity to read any newspaper comes after 

the day’s duties are done . . . Then, regular as clockwork, the 

usual family procedure of thoroughly reading The News begins. 

It is read for its complete news coverage, its interesting features, 

and for the purchases of family needs as well as the many more 
durable goods required in a market of predominantly single homes. 
Advertisers desiring adequate and economical coverage of this 
multi-billion dollar Detroit family market, can get it through The 
Detroit News alone! The News not only gives you the largest week- 


day circulation of any newspaper‘in Michigan, but the largest A.B.C.- 
recognized HOME-DELIVERED circulation of any newspaper in 


America! 


543,643—total Sunday circulation 


A.B.C. figures for 6-months period ending September 30, 1948. 
© First in total advertising lineage in Michigan—4th in the United 


States. 
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and less like mathematical sta’ s. 
ticians, we may eventually be: in 
to make some contribution to ‘he 
pressing problem of values. Un] iss 
the value.problems are attack 
and the social sciences can mé ke 
a contribution to the long-te m 
consequences of action, they vw i]! 
fail to get continued support a id 
will atrophy.” 

On the subject of interview 
methods—especially regarding the 
area or probability sample vs. the 
quota sample—familiar arguments 
were restated. The majority of 
the participants appeared con- 
vinced that the future would see 
more widespread adoption of a 
mathematical random sample (the 
area type) with, perhaps, modifi- 
cations and improvements. 


s Paul Lazarsfeld, director of the 
bureau of applied social research, 
Columbia University, voiced the 
contention that prediction of ac- 
tion (such as the act of voting) 
will not be valid if based on in- 
tention alone as disclosed by sur- 
vey of a sample—and said that 
correlated data will become in- 
creasingly important. 

“We don’t think about political 
matters any more,” Mr. Lazars- 
feld complained, “we just take 
polls.”” He warned those who seek 
to measure public opinion to keep 
their work as close to the social 
sciences as possible. Otherwise, he 
said, they may find themselves 
in the position of St. Augustine, 
who mused: “What is it, O Lord, 
my God—I measure it and do not 
know what I am measuring.” 


National Dairy Council 
Reelects Hult President 


Milton Hult has been reelected 
president of the National Dairy 
Council, Chicago, for his 13th con- 
secutive term. 

Other officers elected are: Ist 
vice-president, Ken Geyer, Conn- 
ecticut Milk Producers Associa- 
tion, Hartford, Conn.; 2nd vice- 
president, Ridgway Kennedy Jr., 
Abbotts Dairies, Inc., Philadelphia; 
secretary, Wilbur Carlson, Stella 
Cheese Co., Chicago; treasurer, 
George Wallis, Creamery Pack- 
age Mfg. Co., Chicago, and as- 
sistant secretary-treasurer, Miss 
D. M. Raffel, NDC. 


Dan White Agency Moves 


Dan White & Associates, El! 
Paso, has moved its offices from 
706 Martin building to 500 EI) 
Paso National Bank building. 
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unusual Brownie 

line comes the new 

est, most compac! 

writing-lighting instru 

ment made! PENCIL-LITE 

— One end, the World: 

Smaliest Flashlight; at the 

other, ao propel-repel, mechor 

ical pencil using standard lead: 

Built-in combination switch for o 

quick flash or steady beom of ligh! 

Gold-tone cap and smooth plastic borre! 

- enhance the downright usefulness of this 

truly fine jighting and writing instrument 

PENCIL-LITE is on the way to being o smash 

hit premium. Better write today for details anc 

prices. Don't forget—state quantity and imprinting 
or stamping instructions. 


“BROWNIE-LITE”’ <! 


The original midget fiash- 
light and still the World's 
Smallest! Only 2” long yet 
more powerful and longer 
lasting than larger flashlights. 
Models in golden jewelers’ 
metal and sterling silver, im- 
printed any way you choose. Send 
today for colorful, descriptive leof- 
let ‘‘Brownie-Lite Parade."’ 


‘“WRITE-LITE’ 


Brownie's famou: | 
smooth-flowing ball-pe | 
and midget flashligh | 
combination with the ex 
clusive double-duty switch 
Finished in gold-tone, gleam 
ing metal. It's always read) 
for a thousand uses. 


Want the full story on Brownie? . 
Write today for ‘Bright Ideas from 
the Brownie Line."’ 

Brownie means inexpensive premium 
buving—for any promotional use--s0 
Be Bright—Buy Brownie! 


BROWNIE Mfc. Co. 


1958 William St.. New York 7,N.Y.| 
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: La e 4 
_ ... The Weekly Star is second 


in advertising lineage among al] U. S. Farm Papers (farm maga- 
zines, monthlies, semi-monthlies, bi-weeklies and weeklies). 


5 Here are the figures as 

of published by Advertising Age on January 24, 1949 

oo Total 

x Advertising 

Country Gentleman .................. See 

WEEKLY STAR 693,577 » 
Progressive Farmer ........... eer ere ee cotcscess oe 
Wallace’s Farmer .......... ‘panes bes4k eisai 

\ I | Prairie Farmer .............0cceeceececeeeeeee ess. 541,384” 

/ Successful Farming renee eee ee eeeeeeeee cee ete ee ss OIE 66E 7 

, EEE Visnncerscesrerusseeddecsevssasstece 

on | 

3 , 

| Che Weekly Kansas City Star. 

| OVER 440,000 PAID IN ADVANCE CIRCULATION 


Y. Largest Farm Weekly in America 


Because advertisers know 
The Weekly Star’s unique speed 
of publication and editorial 
content provide a loyal audience 
responsive to advertising. 


Because advertisers know 
The Weekly Star provides a degree 
of penetration in its area not 
equaled by any other farm paper. 


Because advertisers know 
dealers overwhelmingly prefer 
The Weekly Star in its area for 
its selling effectiveness. 
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Bureau of Supply 
Now Puts Its Hex 
on Premium Gasoline 


WASHINGTON—The Bureau of 
Federal Supply, which recently 
said that 4,000 miles is an adequate 
oil change interval for carefully 
maintained cars (AA, Jan. 3), has 
now forbidden the use of “pre- 
mium grade” gasoline in the gov- 


ernment’s 80,000 autos and trucks. 

Like the 4,000-mile oil change 
interval, the decision to stick to 
regular grade motor fuel is an 
outgrowth of extensive tests which 
have been conducted for the tech- 
nical committee of the Federal 
Specifications Board. 

The directive said tests on civil- 
ian and Army equipment have 
shown that a properly maintained 
vehicle operates satisfactorily and 
efficiently on regular grade gas. 
The remedy for knocks, the report 
says, is to clear carbon from pis- 
tons, or adjust the spark setting. 


French ‘Reader's Digest 
Increases Circulation 


Effective with the July, 1949, 
issue the French provincial edition 
of the Reader’s Digest will increase 
its guaranteed circulation from 
400,000 to 500,000. Advertising 
rates for the provincial edition will 
increase from $585 to $650 for a 
black-and-white page and from 
$670 to $750 for a two-color page. 

Rates for the Paris and Intercon- 
tinental editions remain un- 
changed. 


ANA Drops Radio 
Council in Favor 
of AM-TV Committee 


New YorkK—First project of the 
newly formed radio and television 
committee of the Association of 
National Advertisers will be a 
study of radio investments and 
their effectiveness. 

The committee, headed by Al- 
bert N. Halverstadt, manager of 
radio and media, Procter & Gam- 
ble, will confer with network and 
station heads on “the shifts in 
radio audience caused by the grow- 
ing stature of television and the 
increasing number of AM _ sta- 
tions.” A survey of radio rate 
trends since 1940 is planned. 

The committee will take over the 
activities formerly assigned to the 
Radio Council of National Adver- 
tisers, whose charter is being re- 
linquished by the ANA. Thomas H. 
Brown Jr., president of the coun- 
til, has resigned to join C. E. Hoop- 
er, Inc., as _ vice-president in 


charge of advertising relations. 

Set up a little more than a year 
ago, the Radio Council has served 
as a clearing house and has aided 
advertisers in union matters— 
particularly in their relations with 
the Radio Writers Guild. With 
more and more advertisers buying 
package shows, it is felt that the 
latter type of service is no longer 
so essential. 


Four A‘s Annual Meeting 
at White Sulphur Springs 


How advertising will meet the 
challenge of the shift from a sell- 
er’s to a buyer’s market will be 
the theme of the 3lst annual 
meeting of the American Associa- 
tion of Advertising Agencies, which 
will convene April 6-8 at the 
Greenbrier Hotel, White Sulpbur 
Springs, W. Va. 

Following business sessions on 
Wednesday, the next two days 
will be open to invited advertiser 
and media guests. Program plans 
are being made now by the op- 
erations committee, under the 
chairmanship of Thomas D’Arcy 
Brophy, ‘president of Kenyon & 
Eckhardt. 


sk a foolish question... 


and you sometimes get an answer that pulls you up short! For example, 

the answer to “What do furniture stores sell?” isn’t nearly as obvious as you might think. 
Furniture? Sure... but that’s only part of the answer. The panel below gives you 

the whole story. 


And yet, in the great majority of cases, all of this merchandise is being bought 
by one man in a store... usually the store owner or manager. 


You can’t blame these retailers for rating 
Retailing Daily indispensable! It’s the only. 
business paper in the nation that gives them 
complete news coverage on all the lines they buy. 


—®...:: ANOTHER REASON WHY 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LisT! 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


SALE OF MERCHANDISE 
OTHER THAN FURNITURE 
ad Ae IN “FURNITURE” STORES 
% TOTAL 
-DEPARTMENT SALES 
Floor coverings 13.3 
Kitchen* 7.1 
Curtains & Draperies 6.4 
HER Elec. Refrigerators, Washers 17.2 
Radios 3.4 
Electric Appliances t 2.1 
Stoves, Ranges 7.5 
Cooking Utensils, Misc 9.5 
TOTAL 66.5% 
*includes cabinets, breakfast 
& dinette sets. 
tincludes vacuum cleaners, 
small appliances. 
\ Source: 


Arthur Fertig & Co., 


Home furnishings merchandise analysts 


p> .....Retailing Daily... America’s No. 1 Home Furnishings Business Paper 


A FAIRCHILD PUBLICATION © 7 EAST 12 STREET, NEW YORK 3. N.Y, 
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Increase in Copy 
Price of Dailies 
Has Minor Effect 


New YorK—The Ameri: ay 
Newspaper Publishers Associa: oy 
said last week that 510 dailies o; 
1,179 replying to a questionn: ire 
had altered their circulation r: tes 
in 1948. 

Of these, 509 increased rates 

For the 509 papers raising ra es, 
149 reported no loss in circulation, 
and 77 reported circulation gzins 
ranging from 1 to 15%. 

Slight losses in circulation were 
reported by 78 papers, with 4¢ 
making 100% recovery, including 
one which made a slight gain 
Five papers regained 50%, one re- 
covered 30%, three recovered 25%, 
four reported “partial recovery,” 
eight had no recovery and 11 gave 
no details of the loss. 


@ Some 95 papers reported a loss 
of 50% or less, with 40 making 
100% recovery, including 29 with 
gains of 1-8%, while one paper 
gained 90%. One paper recovered 
85%, four 75%, five 6634%, one 
57%, eight 50%, one 3344%, three 
25%, one 10%. Six reported par- 
tial recovery, 24 reported no re- 
covery and one gave no details 
of loss. 

Seventeen dailies reported 
losses from 6-9%, with three mak- 
ing complete recovery, including 
one with a gain of 2%. Two re- 
covered 75%, four 50%, one 40%, 
two 20% and five showed no re- 
covery. 

Seven dailies reported losses of 
10-12%, with one recovering 75% 
and six 50%. One paper lost 15%, 
and recovered 25% of the loss. 
Two papers lost 20%, and one re- 
covered 50% of the loss, the other 
10%. Two papers lost 27% with 
no recovery. 


National Business 
Publications Names 
Harper Exec Head 


WASHINGTON—Robert E. Harper 
on March 1 will become executive 
director of National Business Pub- 
lications, Inc., recently expanded 
association of controlled circula- 
tion publications. 

Mr. Harper has directed the $1,- 
000,000-a-year advertising and 
publicity program of the National 
Association of Ice Industries since 
1945 and is currently chairman of 
the publication relations committee 
of the American Trade Associa- 
tion Executives. 

He formerly was director of pub- 
lic relations for the American Road 
Builders Association. During the 
war he served with the Treasury 
war bond program and the Office 
of Defense Transportation. 

National Business Publications, 
an outgrowth of the National Bus- 
iness Papers Association, has 
opened Washington offices, and an 
operating budget reputedly in the 
neighborhood of $50,000 has been 
planned. 


Durstine Cincinnati Men 
Form, Join Agencies 


Sydney D. Mahan, formerly ac- 
count executive, and Frederc 
Kammann, formerly vice-preside:'t 
and general manager, of Roy ». 
Durstine, Inc., in the closed Ci - 
cinnati office, have formed Kan - 
mann-Mahan, Inc., taking the a 
counts of Thorobred Dog Foc 
United States Printing & Lith 
graph Co., W. W. Welch Co. a! 
Victor Electric Products. Philip 
Goyert is art director and Mart! 
Ballinger media director. 

William Northlich, account e> 
ecutive with Durstine in Cinci! 
nati, is joining a partnership wi' 
the Farson & Huff agency, Loui: 
ville, which will change its nam: 
to Farson-Huff & Northlich. M 
Northlich brings with him thé 
Philip Carey Mfg. Co., Mosaic Til« 
Co. and Steelcraft Mfg. Co.’s pain' 
accounts. 
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Sweets to Moselle & Eisen 

Sweets Co. of America, Hoboken, 
N. J., maker of Tootsie Rolls, 
Tootsie Fudge 'N Frosting Mix 
and other candy and grocery prod- 
ucts, has appointed Moselle & 
Eisen Advertising Agency, New 
York, to handle its advertising. 
The account was previously han- 
died by Duane Jones Co., New 
York. 


‘Product of Week’ 
Sampling Plan 
Adds 2 Cities 


Cleveland, Springfield 
Net 275,000 Coupons; 
Originated in Denver 


New YorK—A Product-of-the- 


Week advertising-sampling-mer- 
|chandising plan introduced by 
| James A. Coveney Co. in Denver 


‘CHURCH PROPERTY 


ADMINISTRATION 


last April (AA, May 10, ’48) and 
extended to Baltimore in July, in- 
vaded Cleveland on Feb. 3 and 
Springfield, Mass., last week (Feb. 
18). 

Supported editorially by shop- 
ping newspapers, the plan was de- 
veloped to the full 100,000 cir- 
culation of the Denver Monitor in 
July and to the full 131,000 of the 
Baltimore Home News in Octo- 
ber. 

In nine months, April 1-Dec. 
31, Mr. Coveney said, Denver re- 
tail stores redeemed 159,342 Prod- 
uct-of-the-Week coupons. In six 
months ended Dec. 31, Baltimore 
stores redeemed about 115,000. 

The Cleveland Shopping News 
and Springfield Shopping News 
are the newest local sponsors. 


es As now operated, Mr. Coveney 
said, “Product-of-the-Week is a 
coordinated advertising-merchan- 
dising-sampling program, offered 
to the manufacturer at $10 a thou- 
Sand coupons distributed. For this 
price the Coveney company prints 


the coupons; distributes the cou- 
pons; promotes product and plan 
to retail merchants; promotes prod- 
uct and coupon to the public; 
collects redeemed coupons from 
dealers; reimburses dealers, and 
delivers to the manufacturer re- 
deemed coupons, classified by 
stores.” 

The Products-of-the-Week for 
Cleveland in February are, in turn, 
General Mills’ Betty Crocker veg- 
etable noodle soup and split pea 
soup, General Mills’ Wheaties, 
Hills Brothers’ Dromedary ginger 
bread mix, and Boyle-Midway’s 
Aerowax. In Cleveland in follow- 
ing months, products of Armour, 
Hills Brothers, Borden and others 
will be scheduled. 


ws The products being sampled and 
promoted in the first week in 
Springfield are Hills Brothers’ 
Dromedary gingerbread mix, 
Boyle-Midway’s Aerowax, Ar- 
mour’s Treet and Borden’s instant 
coffee. In Springfield in the fol- 
lowing months, products of Hills 


2. GULF SHIPSIDE STORAGE WAREHOUSE 
Recent $2,000,000 addition to New Orleans’ exten- 
sive port facilities. Port ranks second in United 
States in tonnage —first in efficiency. That’s another 
reason why WWL.-land exceeds national average in 
increased income, buying power, general prosperity. 


1. THREE OAKS PLANTATION, near 
New Orleans, Louisiana—a gracious, imposing 
home of the 1840 period. Located on the prop- 
erty of the American Sugar Refinery, it may 
be visited with the company’s permission. 


WWL PRIMARY DAY-TIME COVERAGE 
591,030 BMB STATION AUDIENCE FAMILIES 


Al WWL'S COVERAGE OF THE DEEP SOUTH 


50,000 watts —high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 
in the South’s greatest city! 


CBS AFFILIATE 


ii NEW ORLEANS | 


Represented nationally by The Katz Agency, Inc. 


(DEPARTMENT OF LOYOLA UNIVERSITY 


Advertising Age, February 21, 1/49 


Brothers, Armour and others ; re 
scheduled. 

Products thus far featured in 
this continuing program ha,» 
been American Home’s (Boy! »- 
Midway division) Aerowax ad 
Old English rubbing wax and 
(Whitehall Pharmacal divisio )) 
Kolynos; American Safety R:- 
zor’s Star Selected blades; Ar- 
mour’s beef stew, Chiffon flak«s, 
chili con carne, Star chopped han, 
corned beef hash, Dash dog fowd, 
and Treet prepared meat; Bcr- 
den’s instant coffee; Cook Che n- 
ical’s Cook-Kill; Corn Products’ 
Kre-Mel desserts; Economics Leb- 
oratory’s Soilax; General Foo1s’ 
Bliss coffee, Gaines dog food, La 
France bluing, Post’s Grape-N its 
flakes, Snider’s chili sauce, and 
Sure-Jell. 

Also: General Mills’ Betty 
Crocker split pea and vegetable 
noodle soups, and Wheaties; Goeize 
Packing’s skinless frankfurters: 
Dromedary gingerbread and white 
cake mixes; Libby, McNeill & 
Libby’s corned beef hash, new 
Deep Brown beans and tomato 
juice; Manhattan’s Sweetheart 
soap; Merchants Biscuit’s Supreme 
toasts; Nopco Chemical’s Admir- 
acion shampoo; Quaker Oats’ Muf- 
fets; James H. Rhodes Co.’s Glo. 
Rieser Co.’s Venida hair nets, and 
Ward Baking’s Tip-Top bread. 


@ 


ws Mr. Coveney pointed out that 
the three General Mills products 
“mark the introduction of this 
company in the Product-of-the- 
Week promotion.” On the other 
hand, Armour, Hills’ Brothers, 
Borden and American Home Prod- 
ucts and others have appeared or 
are scheduled to appear in each 
city in the program. 

Coupon response by products 
was not divulged, but he showed 
that it “varies with the character 
of the product. Cereals, canned 
meats and other items of general 
consumption met with a rela- 
tively larger response.” 

The plan will be expanded to 
other cities. 


Howard Joins Bobley:; 


Agency Adds Account 

Lloyd S. Howard, former vice- 
president of Rodgers & Brown, 
New York, has joined the Bobley 
Co., New York, as an account ex- 
ecutive. 

Miller Table Pad & Venetian 
Blind Mfg. Co., New York, has ap- 
pointed Bobley to handle its ad- 
vertising. 


Two Appoint Gray & Rogers 

Gray & Rogers, Philadelphia, has 
been appointed to handle the ad- 
vertising of Fritz & LaRue, Inc. 
Philadelphia, dealer in Oriental 
and domestic rugs and carpets, 
and Walter P. Miller Co., Phila- 
delphia, designer and manufac- 
turer of paper boxes. 


Industry's Salesman-- 


Mightiest Sales Force 
Man or Magazine 

in the Building Products Fielc 
Largest total circulation, larges' 
dealer circulation, largest whole 


sale circulation. Largest adver- 
tising gain in 1948. 


———— American Lumberman & 
Building Products Merchandiser 


| 139 N. CLARK ST. © CHICAGO 2 


0 em eee cee ee ee ee ee ee ee 


Oo eC 


Ba 
to 


Aa an See eae : a aaa A 


_ eis meee, cree: Tame S  Eileg mane SRR yond eae, Eoiae eee eee eee . Ct ae, ere Ste fc Crea Ss ks ene ak oe Se ws. Pte ea tae a a 
See oe et ee fe re F ey ig Me Ge ee ere gan nen 3 ain? che : ; oh Lay a ae 
_ ; ‘ : 2 ; i . ‘ j f : ‘ae a 
ie 
10 ee 
ws 
i 
ny: 
Lies 
— 
i | 
- 
— Photography 1 
S : | Advertising, Sales 
ei and Reporting ond tairorici Use | 
fa WRITE FOR BOOKLET 
Roe ene ict 
P 38 PARK PLACE, WEWARK 2.42 a 
2 ae ee a re oe | 
— Covering Catholic Schools, Churches, Convents, Rectories, Institutions | | 
: : } 
: = = 4 
RG peel | 
| q ! 
St. | ! 
i ° | ; 
bal Published bi-monthly at Milwaukee, Wis. — 
III III II I 
e eae 7 = i, - br ee ‘ ies » ae = iit te BN ey B, 
: ee ay Bat or? ; OT Gee ee See 
: ‘ Me ee 4 . ’ ae by x acai ofl = Fr ~ 
. — , : 4 4 sate a . . A * : ~- es i 7 7, h a wa 
an at 2 ~ e fs e 7 F ; a 
: ee : : “> - = : mon if? re ei i 4 oa © 
- a Sia 7. |. *~ af ; , 
Ng ee are ie on oe - atone ; 
‘ . Oe ei: lee in ‘ ee ee we 6 _— . oa ie. a. 
“a 3 4 Es ta Ve é eee sion al eae f i. his, a a . . * 
: - 3 oie, a = a << “s ‘ * "jl : amen eae at ie 4 a ae * ¥ 3 2 
' i id 5. oe i Ae ‘ * ae = a : ae i oe /— : “¢ : hs en -. <9 -—"% x q 
e i eee a a - AM Be % Sal acindi ANOS ae i a koe ‘ . : 
we eM eh, — 4 J Ee aa > ee ti 
‘ Tat a an meee ‘ Ps - ’ . ” Pe " Ra: es i rs f Se Be % os eo 
. a pee ee , , i Sant ie , ae. Site : ee rae eee “hoger 
: py ———s iy — er Ds _—  (Hijtitijii ————_ =. | % = Salas ia 
Ms - rs : om - ' 7 ; a neal Sue, wae det ee Sf -_ 
a . Orr ¥ _ r = ah 4.5 ‘@, 5 Cie SS, ics Sy - e 
= a mx Pie » ila Gey i * tx ae 
“J ee , s ee a ees gst | ae ose > —s - an: ; 
eae no go a Se seal aii -. & , ty es = 
; Saas od Be me at a ame rio . P : 4 i 
4 i: Be } q ett es zh wo) ; ee 5: a » oe oe 
ie eS ag shane Try re 11)? gees * 4 - ; , 4 -.: 
rr eae a? t ee He i { “ te ee ee Se 
‘ SOT Te. . ee waked _ aart m ‘ety aS -" 
_— i ang ‘wh Shee — ~. + Wea” 
v Ee eta ae ai! oo ee es saline pean a ae Ka 
te ¢ * hy Ps ‘i cs. ter Pi ee 1 ae a 
a ms om as y : Lease 3 = : , Lt ; ’ 5 i ’ E vig A. ay 
, = : cops i — =a 
Hing eS a ena. i ea ee 7 * 
- ~-e ~_s~ a Ss x > 4 “ a - 
(of o ee ths Eas ig as a aes 
SS = : te ae - 
=. —" tx e OS costes GA. = 
, ; —_ - : & EO Pe Perini een ee > - 
- - te . e k . +. <a ee ee Pr ee at == 
or ing ee , * bia se ; ee F ®. 
, - vd & : eS ae Co ae ies a aes Res A 
i 3 > i : Wien. P e ‘y e a iF . "St eet cies 3 bis. a a2 3 ms oad " s, . : 
e i 3 a . HEA WEW ORLEANS 5 —— 
x : i . & aa = : 
~ 7 , oe a Asie er 
~ ee) tt ; ta, a \ 2 wall ped \ ) Ze 
5 ae tee 22 ee rt | Re p} ‘ a We / 
o. a. aaa Fe i & \3 * \ \ i) 
"Ca ws Ge wee 
= haere A ii Sa a \ ae 
WW a |) 
The Om 
re : 
x ny rae : ° 2 a : : > 
a 
ES | 
tices = sae , Sater : oS rineaishae Re ae Fes ae ad iy ap or pense race > eed sy er am NET oe Gee ao ere “ ve - Oi i ~ Z eens a) mn : : sais See 4 ; - oe re a) hi E . 2 : , a . 
ORE ee ies toed Se RS saa ea ea ete eee tee A Laie A oars at thy ah, me sweat 4) ihe he semichd oe Ree Magis Soars er 8 Se ri se se PERS eee ona ee aS: a . tee ie pores x ba game a, kobe (Rd Sete pare WB Nah oe appa iiad alle ae ek Sree sly Sy te eye e 


=—— 
aeafe0s8 


> mo » 
a eS 


N its 
and 


etty 
table 
De 1 Ze 
ters: 
vhite 
ll & 
new 
mato 
eart 
reme 
mir- 
Muf- 
Glo.; 

and 
d. 


that 
Jucts 

this 
-the- 
other 
hers, 
-rod- 
d or 
each 


ducts 
DWed 
acter 
nned 
neral 
rela- 


-d to 


vice- 
“own, 
obley 
t ex- 


etian 
iS ap- 
5 ad- 


rs 
a, has 


e ad- & 


Inc., 


Announce” 
in Baltimore! 


Hcl / 


.the only food section | 


More women read the Baltimore News-Post every evening 
than any other Baltimore newspaper. 


More women (and men, too) will read your message in the 
big Thursday food section of the News-Post. They’re read- 
ing the News-Post for food news for their big weekend 
shopping. 


This isn’t a flash-in-the-saucepan. This regular big Thurs- 
day section is packed with a wide selection of recipes 
including the favorites of Baltimore housewives with a 
cash weekly prize for the best. New tested recipes — many 
of them illustrated — and other culinary information by 
outstanding food authorities like Ida Bailey Allen and 
Frederick Philip Stieff. 


Other features insuring peak women readership include 
beauty hints by the noted beauty specialist Mary Carroll, 
society, movies, radio and television news. 


It’s packed with advertising of national food advertisers! 
It’s packed with advertising of local Baltimore grocery 
stores! For the pay-off paper in the Baltimore market — 
it’s the Thursday Food section in the Baltimore News-Post. 


eaese 3 


@ IDA BAILEY ALLEN 


Foremost food authority in 
the United States. As food 
editor of Good Housekeep- 
ing Magazine, Mrs. Allen 
launched the tested recipe 
idea and pioneered with 
the balanced ration. 


FREDERICK s 
PHILIP STIEFF 

Noted Food Expert. Com- 
piler of “Eat, Drink and 
Be Merry in Maryland”. 
President of the Wine and 
Food Society of Baltimore. 
Mr. Stieff writes a weekly 
column in the Thursday 
Food Section of the Bal- 
timore News-Post. 


Baltimore News-Post Presents Tailor-Made Audience 
to Food Advertisers every Thursday in *351,000,000 Food Market! 


We’re building the greatest possible food audience for you 
in Baltimore! Our promotional support for this section 
includes: 


Television Spots to build a 
rich, heavy-buying audience! 


Radio Spots to reach Baltimore 
housewives throughout the day. 


by more than 1,000,000 women! 


Truck Displays! Recipe 
Contests! Newspaper Promotion! 


© The Baltimore News-Post reaches 57.6% or 197,865 City Zone families every day; total net paid 228,228." 
© In 1948 the News-Post gained more retail food lineage than all other newspapers combined! 


¢ News-Post carried over 554,000 lines of general grocery lineage in 1948! 


Baltimore News-Post 


First in Circulatian in the 6th Largest Market 
A HEARST NEWSPAPER —REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


*ABC City Zone based on Bureau of Census — 1947 Report for Baltimore Metropolitan Districts. 


Motion picture advertising 
in 75 local movie houses seen 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago |! 
DE 7-1336), |! E. 47th St., New York 17 (MU 8-0073) 
ngton 4, D. C. (Re. 7659). wow? Headquarters, 107-110 Fleet St., London E. C. 4. 

., president and publisher. S. R. BERNSTEIN, O. L. 
RUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, Advertising Federation of America. 


National Press Bidg., Wash- 


EDITORIAL 


Editor, S$. R. Bernstein 
Executive Editor, Lawrence M. Hughes 


yg Editors, Robert Murray Jr., 
John B. Miller 


Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Jeanne Scharnberg, Bruce M. Bradway, 
Merle Kingman. 

European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 


New York: O. O. Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia, Harry J. Hoole. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, Mgr. 

Los Angeles (14): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S. Reilly, Mgr. 
Seattle (4): Simpson-Reilly Ltd., 618 
Second Ave., J. Allen Mades, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


15 cents a co 


. $3 @ year in the United States, Canada and Pan 
America. Foreign postage extra. Myron Hartenfeld, circulation director. 


The Annual Agency Billings Compilation 


In this issue ADVERTISING AGE 
again presents its compilation of 
agency billings, covering the year 
1948. In addition to listing all 
agencies which are believed to bill 
more than $5,000,000, as in the 
past, this compilation also includes 
data on 70 or 75 agencies which 
billed less than this amount, and 
which volunteered their billings 
figures to ADVERTISING AGE. 

The “over-$5,000,000" groups 
are all-inclusive, containing data 
or. all agencies in this bracket; the 
“under $5,000,000” group is defin- 
itely not so. It includes, as we 
said, only those agencies billing be- 
tween $1,000,000 and $5,000,000 in 
1948, which volunteered their bil- 
lings figures to us. 

In connection with this annual 
tabulation, a monumental task 
to which AA this year devoted 
weeks of effort and some eight 
pages of explanation and analysis, 
we should like to emphasize par- 
ticularly three points: 

1. In all cases in which a billings 


figure is credited to an agency, the | 


figures shown are those provided 
by a responsible executive (usually 
the president) of that agency. 
Where the figures shown are AA’s 
estimates, this is clearly indicated. 
We know that not all the figures 
are accurate, although in a sur- 


to stand back of them. 

2. The total volume of advertis- 
ing represented by the agencies 
listed here equals or exceeds the es- 
timated total volume of national 
advertising which has been made 
for the four major media—news- 
papers, magazines, farm publica- 
tions and. radio—for 1948. This 
does not invalidate or refute the 
figures shown in this issue. A sub- 
stantial volume of Canadian and 
foreign billing is included in these 
figures, as well as billings in other 
media, such as outdoor and trans- 
portation, plus a substantial vol- 
ume of fees for performing other 
services, not only to national, but 
also to retail advertisers. 

3. Finally, and perhaps most im- 
portant, it should be borne in 
mind always when referring to 
these billings figures that they do 
not represent -the gross income of 
agencies. If J. Walter Thompson 
Co. were in any other business, 
for example, its $115,000,000 total 
of “billings” would actually be 
shown as $17,250,000 in “gross vol- 
ume,” which doesn’t seem—and 
isn’t—anywhere near as much. Out 
of this 15% of billings which actu- 
ally represents gross volume {or 
agencies, they must of course pay 
all their costs of doing business. 

As was pointed out previously in 


prisingly large proportion of the | connection with these figures, the 
cases, we are convinced they are | agency business is still primarily a 
accurate to the last dollar. In some small, or at most a medium-size 


cases, 


undoubtedly, the figures | business. “Billings” make it sound 


supplied us are on the “optimistic” | bigger than it is, in the same way 
side; in at least two cases of which | that “total insurance sold” or “total 


we know, they are smaller than 
actual billings. But, on the whole, 
we believe the figures have sur- 
prising validity, and we are willing 


deposits” tend to make insurance 


‘companies and banks sound like 


| bigger enterprises than they actu- 
ally are. 


Watch Out for the ‘Thought Police’ 


John W. Dargavel, secretary of 
the National Association of Retail 
Druggists, lashed out sharply in 
the Feb. 7 NARD Journal at what 
he calls “the Luce trio.” The rea- 
son: “The attacks that have been 
made against fair trade in Fortune 
and Time.” Says Mr. Dargavel to 
his readers: 

“Time and Fortune have smeared 


you druggists with charges that | 


you pulled a ‘gigantic swindle’ on 
the consumers through the contri- 
butions you made to fair trade. 
The same charges included many 
of you manufacturers. Thereby the 
named magazines tried to make 
both of you look like scoundrels 
in the eyes of the public. 

“How long do you druggists in- 


pees he ee ae Fatt A Wegitect af ae tO 


|tend to continue to serve as ped- 
| dlers of periodicals you know to 
be subversive to your individual 
and collective welfare and also 
to the consumers? How long will 
it be before manufacturers in the 
drug field cease to go along with 
magazines out to bring destruc- 
tion to fair trade?” 

Well, as we said in this space a 
couple of weeks ago in commenting 
/on a rumpus in England over 
| government advertising, we hope 
| advertising dollars will continue to 
be invested on the basis of making 


the best advertising buy, and we | 


hope newsdealers (including drug- 

| gists) will continue to sell periodi- 
‘cals, even though they don’t agree 
| with every word in every issue. 


—This Week Magazine 
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“We're still not taking any new « 


s 
omers, 


, but you'll notice my tone 


isn’t so curt this time.” 


Ah, Mr. Pugmire 


We never got around to talking 
much about office Christmas 
parties, on the theory that charity 
really begins at home. 

Commissioner Ernest I. Pugmire, 
national commander of the Sal- 
vation Army, said in New York re- 
cently that excessive holiday 
drinking which may start at these 
affairs is spoiling the Christmas 
of an increasing number of fam- 
ilies. 

“Coming usually two days be- 
fore, or the day before Christ- 
mas, these parties sometimes de- 
velop into large-scale drinking 
bouts from which employes reach 
home—when they do get home— 
in a drunken condition,” the com- 
missioner noted. 

The holiday is impaired ‘“‘by the 
resulting hangover or the craving 
for liquor which may go on into 
the next day or even through New 
Year’s,” he said. 

An over-benevolent boss is really 
the villain of the piece; “employes 
not otherwise given to overindulg- 
ence or even to the use of liquor 
may feel obliged to drink because 
the boss has provided a generous 
quantity of beverages which they 
are encouraged to consume.” 

The commissioner said his re- 
cent discussions with business men 
had convinced him that a move to 
curb office party drinking would 
find support in the business field. 

Commissioner, you’ve no _ idea 
how good that idea is! Many is the 
man who would gladly not walk 
into the office on the gray morn- 
ing following his discreet debauch 
with his co-workers. Many an of- 
fice maiden is never able to look 
at Mr. Speckles in Accounting 
without recalling that merry chase 
around the desks. And as for the 
degraded devils who don’t stop 
drinking until New Year’s, com- 
missioner, we’ve some friends who 
find that each Christmas party sets 
them off on another year’s elbow- 
bending. 

Wives, too, commissioner, have 
been known to take a very dim 
view of the business binge, and not 
just on the ground that Pappy 
rolled in looking the worse for 
bourbon. 

And in getting rid of the office 
clown who plays Santa Claus, com- 
missioner, you'll really be striking 
a blow for the spirit of Christmas. 


Unbeaten Track 

We noticed Canada Dry’s new 
campaign, which points out that 
the “important 44ths of your drink 
is club soda.” 

This represents a wonderful ap- 
proach for advertisers, who up to 
now have been relegated to sub- 


sidiary or supporting roles. 

For instance, “The most impor- 
tant thing about your cigaret is 
a match.” 

“The most important thing about 
your tire is the air.” 

“The most important thing about 
your shirt is the buttons.” 

“The most important thing about 
your shoes is the lace.” 

No longer need any advertiser 
feel thwarted because of the rela- 
tively minor importance of his 
product in any application. And 
any resemblance to the tail trying 
to wag the dog is incidental. 


Good Case 

A good business paper campaign 
now in progress is that of River 
Raisin Paper Co., Monroe, Mich., 
which makes containers. 


The campaign is the work of 
Livingstone Porter Hicks, Detroit 
agency. 


Jottings 

At Broadway & 53rd in New 
York is the CBS Food Shop, Steaks 
& Chops... 

To boost its weekend business, 
the Hotel New Yorker is offering 
all expense tours of New York... 

When a West Coast visitor in 
Philadelphia was asked by a cou- 
ple of young ladies from Benton 
& Bowles to come in for a meet- 
ing, he broke all records getting 
shaved and shined. To his dismay, 
he learned the meeting was not for 
“Buttons & Bows,” which he be- 
lieved to be a musical comedy... 

In Northampton, Mass., Elisa- 
beth Shoemaker, executive direc- 
tor of the Pioneer Valley Associa- 
tion, was rather worried after her 
ads ran plugging Pioneer as a win- 
ter vacationland and there was no 
snow. But 24 hours after the ads 
appeared, five inches fell in the 
valley, leading Miss Shoemaker to 
believe it pays to advertise... 


Nae 
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Rough Proofs 


Back in the familiar atmosphe e 
of Iowa City, Dr. Gallup a) - 
nounced that he will continue ele - 
tion forecasts for one excelle | 
reason—he likes to live dange - 
ously. 


“U. S. ad groups deny ‘slave: y 
to statistics,” headlined the 
world’s greatest advertising jou:- 
nal in an issue which appear d 
immediately following the birt).- 
day of the author of the emanci- 
pation proclamation. 


Standard broadcasting stations in 
New York accused Hooper of fav- 
oritism because television is men- 
tioned first in interviewing. 

He’s merely following the old 
railway safety slogan, “Stop, look 
and listen.” 


Joe Risolute, who has plugged 
away with the Wilson Sporting 
Goods Co. for 16 years, and has 
now been made advertising man- 
ager, might as well yield to des- 
tiny and change that “i” to an “e.” 


“No adman,” says Jim Woolf, 
“has yet discovered how to make a 
silk purse out of a sow’s ear.” 

But the stuff that goes into silk 
purses has been made out of 
quite a few porcine lugs. 


Holiday reports that in 1948 it 
did business with no less than 999 
advertisers. 

Who was the big one that got 
away? 


James E. Jump and Associates 
suggests that guests in television 
homes bring along the refresh- 
ments. 

Or else have the whole party 
adjourn to the nearest television- 
equipped bar. 


Magnificent new newspaper 
plants, like that of the Dallas News, 
are going up all over the country, 
probably on the assumption ‘hat 
the newsprint industry will oblige 
by expanding accordingly. 


Roy Eastman, who has been in 
the research business for quite a 
spell, has authored a novel called 
“The Mysteries of Blair House.” 
A dealer in facts and _ statistics 
simply has to have some opportun- 
ity to get away from it all. 


“Copy will have a more coim- 
petitive twist than in previous 
ads,” says a news story reporting 
a household appliance campaign 

Put on the eight-ounce glov’s, 
boys, but be sure to leave off ‘he 
brass knucks. 


Oil burner manufacturers hi ve 
been given the green light by ‘he 
petroleum industry for ’49, and /\e 
gas furnace salesmen are anxio *- 
ly waiting for their friends in ©& 
utility business to open up e 
throttle, too. 


“Not New York or Chicago, | 
a smaller place for me,” says 
advertising man looking for a n: ‘ 
connection. 

Sorry, pal, but you'll find ‘ < 
parking problem almost as bad 
the smaller towns, too. 


Copy Cu; | 
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THE PHILADELPHIA INQUIRER 

IN 1948 CARRIED 

32,/78,081 LINES 

OF ADVERTISING— 

THE LARGEST ANNUAL VOLUME 

EVER PUBLISHED BY ANY 

HILADELPHIA NEWSPAPER’ 
AT ANY TIME! 


Daily Sunday 7-Day Total 


THE INQUIRER 20,821,540 11,956,541 32,778,081 
2nd PAPER 21,934,816 5,570,558 27,505,374 


“INQUIRER LEAD OVER SECOND PAPER... . . . 5,272,707 


Source: Media Records 
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NOW IN ITS 16TH CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP IN PHILADELPHIA 


mer Che Philadelphia Inquirer 


4 Exclusive Advertising Representatives: 
s 


TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270 
GEORGE $. DIX, Penobscot Bidg., Detroit, Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 
448 S. Hill St., Los Angeles, Michigan 0578 
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International Silver 
Launches Employe, 
Retailer Contest 


MERIDEN, Conn.—lInternational 
Silver Co. is conducting a special 
contest based on the new adver- 
tising campaign for its 1847 Rogers 
Bros. line, “It’s Still the Thing to 
Do.” In the “Silver Sweepstakes” 
contest, it will award prizes to 
stores which make the best use of 
the new theme. 

Prizes in three classifications, 
based on city population, consist 
of $1,847, first prize; $847 second, 
and ten third prizes of $47 each. 

Employes will be shown three 
of the national ads in the new 
campaign and asked to rate them 
in the order they believe the ads 


women. Each jewelry store em- 
ploye who rates the ads in the 
order preferred will be given $5. 


ONEIDA SCHEDULES 13 
MAGAZINES IN 1949 

OnNetwa, N. Y.—Oneida Ltd. will 
continue last year’s Community 
Silverware advertising theme, “The 
Happiest Brides Have Commun- 
ity” throughout 1949. 

This year’s campaign consists of 
full page ads in color and black 
and white in American, Charm, 
Cosmopolitan, Glamour, Good 
Housekeeping, Household, Ladies’ 
Home Journal, Life, Look, Mad- 
emoiselle, McCall’s, Redbook and 
Woman’s Home Companion. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Bendix Promotes Armstrong 


Joseph L. Armstrong, national 
merchandise manager, has been 
promoted to field sales manager of 
Bendix Home Appliances, Inc., 
South Bend, Ind. He will direct 
the company’s field sales rep- 
resentatives and oversee sales op- 
erations of distributors and bran- 
ches. 


Dowd Appoints Pitman 


Theodore B. Pitman Jr., formerly 
assistant advertising manager of 
the First National Bank, has been 
appointed director of the radio and 
television department of John C. 
Dowd, Inc., Boston. 


Toronto Agency Moves 

Rutland, Gilchrist & Clem Ltd., 
Toronto agency, has moved its of- 
fices from 26 Queen St. E. to 453a 
Eglinton Ave. W., Forest Hill Vil- 
lage, Toronto. 


MORE DATES 
ANNOUNCED 
FOR 
TOLEDO SURVEYS 


FURNISHING — Complete 
readership data for all national 
ads appearing in the TOLEDO 
BLADE on these dates: — 


March 1 

March 15 

March 29 

April 12 
. 


Send copy to the BLADE 
marked for “survey issue” with 
date or dates desired. Reports 
available IN 8 to 10 days after 
insertion dates. Costs extremely 
reasonable. Write for details. 


Publication Research Service 
201 No. Wells Street 
CHICAGO 6, ILL. RA 6-8786 


Ad Bureau Promotes Haupt 


Howard C. Haupt, member of 
the national sales staff of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
has been appointed manager of the 
bureau’s chain store division. He 
succeeds Don G. Hays, who has 
resigned. 


Gets Metal Textile Account 


Industrial Public Relations As- 
sociates, Newark, has been named 
to direct the publicity of Metal 
Textile Corp., Roselle, N. J. 


G-E Appoints Brous 


Sam L. Brous, manager of the 
chemical sales department of B. F. 
Goodrich Chemical Co., Cleveland, 
has been named marketing mana- 
ger of the chemical department of 
General Electric Co., making his 
headquarters in Pittsfield, Mass. 


‘Life’ Promotes Dickinson 


W. Dickinson has been ap- 
pointed an associate advertising 
manager of Life, New York. He 
has been with the publication since 
its inception in 1936. 


Stackhouse to Whittemore 


J. Hartley Stackhouse, formerly 
head of national sales of the Good- 
rich Shoe Products division of B. 
F. Goodrich Co., Akron, has joined 
Whittemore Brothers Corp., Cam- 
bridge, Mass., as sales manager in 
charge of all Whittemore products 
throughout the U. S. 


Goodwin Appoints Agency 


Medical Advertising Service, 
New York, has been appointed to 
handle the advertising of Goodwin 
Laboratories, Inc., New York. 
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ABC Advances Nelson 


J. Norman Nelson, assistant sale . 
promotion manager of America 
Broadcasting Co.’s western divisio 
for the past three years, has bee 
appointed manager of the depart 
ment, succeeding Jack O’Mar: 
who has resigned. 


Richard Babcock Named V. P. 


Richard Babcock, national ad 
vertising sales manager of Far, 
Journal, Philadelphia, has bee: 
elected a vice-president of th 
magazine. 
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... the busy network 


blossoming overnight into the 
most potent ad medium in the 


world, NBC Television presently 
attracts more network advertis- 
ers than all the other networks 
combined... actually, twice us 
many as any competitor. 


that’s simple fact 


—but to cite this accomplishi- 
ment in its full significance: reg- 
ular sponsors on NBC use an 
average of 14 stations—on the 
next network, only 8... s» 
that, not only are there twice 
as many sponsors on NBC, but 
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hilly Record Group 
‘o Sell Own Players 


PHILADELPHIA—The Record Deal- 
rs Association of Philadelphia, an 
rganization of more than 300 
ealers in this area, has plans to 
ake the confusing record player 
ituation into their own hands. 

Fed up with the manufacturers 
yho are turning out multiple types 
f players and records, the asso- 
ciation is receiving bids from four 


manufacturers for the production 
of a new standard player which 
will retail for under $12. 

The player would be marketed 
nationally under the association 
name. When the new player is 
introduced, it will be launched 
through an intensive promotion 
wherever distribution can be ob- 
tained. 

David Krantz, of Krantz Rec- 
ords, said the new player would 
open up new consumer fields for 
78 rpm discs because a great per- 


ae 


centage of the population cannot 
afford to buy present models. The 
RDA player would be manually 
operated and would have a tube 
amplifier. 


Mandelbaum Joins ‘Charm’ 


Nathan Mandelbaum, for the 
past 17 years associated with 
Titche-Goettinger, Dallas depart- 
ment store, has joined Charm, 
New York, as special coordinator 
attached to the office of the edi- 
tor-in-chief. 


To Fashion Advertising 


Fashion Advertising Co., New 
York, has been appointed to han- 
dle the advertising of United Piece 
Dye Works, Lodi, N. J., and Los 
Angeles, textile dyeing, printing 
and finishing. 


Rumrill Promotes Prince 


George M. Prince, an account 
executive, has been elected a vice- 
president of Charles L. Rumrill & 
Co., Rochester, N. Y. He joined the 
agency in 1945. 


nearly double the number of sta- 
ions in use from week to week. 


ar in the lead in number and 
veightofadvertisers, NBCisalso 


rst in programs—latest Tele- 
ision Hooperatings give NBC 
) of the top 15 programs 


irst in audience—with 29 
stations now in operation, NBC 
elevision reaches the largest 
audience available to TV 
ad\ ertisers 


irst in sponsored hours —3 
imes more than any other 
1e vork 


SHE NATIONAL 


The Companies listed here are 
already setting strong patterns 
of sponsor identification... vivid 
sight and sound impressions 
that will shape the buying 
habits of American consumers 
for a long time to come. 


To make the best impression, 
their commercials are being 
delivered on NBC Television, 
America’s No. 1 Network. 


A Service of Radio Corporation of America 


NBC Network Advertisers 


February 1, 1949 
Admiral Corporation 
The American Tobacco Co. 


Bates Fabrics, Inc. 


Bigelow-Sanford Carpet Co., 


Bonafide Mills Inc. 


Chevrolet—General Motors Corp. 


Cluett Peabody & Co., Inc. 
Colgate-Palmolive-Peet Co. 
Disney, Inc. 

Firestone Tire & Rubber Co. 
General Foods Corp. 
Gillette Safety Razor Co. 
Gulf Oil Corp. 

Kraft Foods Co. 


STATIONS USED 


17 
25 
13 
22 

7 
15 
14 
15 
21 
14 
12 
12 

9 
14 


Inc. 


Liggett & Myers Tobacco Co. 2 


Mason, Au & Magenheimer 


Conf. Mfg. Co. 


Motorola, Inc. 


14 


Oldsmobile—General Motors Corp. 7 


‘Philco Corp. 
Procter & Gamble Co. 
Radio Corp. of America 


R. J. Reynolds Tobacco Co. 


Swift & Co. 
The Texas Company 
Unique Art Manufacturing 


Vick Chemical 


BROADCASTING COMPANY 


27 


Co. 5 


15 


Detroit Brewer Goes 
into Western Market 


San Dieco—The Altes Brewing 
Co. will start a heavy campaign 
in all media March 1 to promote 
the sale of its Altes Lager beer, 
“The Only Eastern Beer Made 
in the West.” The campaign will 
open in San Diego, and will in- 
clude Imperial, Orange, Riverside, 
San Bernardino, Ventura, Kern 
and Fresno counties, by July 1. 

Purchase of the San Diego 
brewery marks the first step in 
a nationwide expansion program 
of the Detroit company, which 
plans to make Altes Lager in re- 
gional plants and market it at a 
local price level. 

Ad schedule includes full-page 
and 1,000 line ads in newspapers, 
full page trade paper ads, tran- 
scribed and live radio announce- 
ments on a 36 per week basis, and 
100% outdoor and car card show- 
ings. Theme will center on the 
purchase of the brewery by the 
Detroit company, pointing out it 
is brewing eastern beer in the 
West, and selling it at a western 
price. Eastern beers sell at a pre- 
mium of 5¢ a bottle and up on the 
Coast. 

West Coast advertising is han- 
dled through the Hollywood of- 
fice of Zeder-Talbott, Inc. 


McGraw-Hill Issues New 
Revision of Hepner Book 


McGraw-Hill Book Co., New 
York, has published a new, second 
edition of “Effective Advertising,” 
a comprehensive textbook authored 
by Harry W. Hepner and origin- 
ally published in 1941. 

Professor Hepner, a member of 
the Syracuse University staff and 
director of the National Panel of 
Consumer Opinion and the Onon- 
dage Consumer Research Panel 
(divisions of Batten, Barton, Dur- 
stine & Osborn), explains in a pre- 
face to the new edition that he has 
sought “to restate and clarify the 
principles of advertising in the 
light of the best methods and tech- 
niques that are now available to 
the practitioner.” The book, which 
sells at $4.50, includes recent data 
added from consumer and reader- 
ship surveys, as well as new “cost 
to the advertiser” data. 


Kahn Appoints Rae Dunlap 


Miss Rae Dunlap, formerly ad- 
vertising director of Remick Co., 
Quincy, Mass., has been appointed 
director of advertising and promo- 
tion of E. M. Kahn & Co., Dallas 
clothier. 


St. Petersburg 
BANK DEPOSITS 
Up 81% in 5 Years 


Bank Deposits continue to 
climb in the Sunshine City, 
having increased over 53 
Million Dollars since 1944. 
Building permits in 1948 
totalled over $20,000,000, 
the third largest record in 
Florida. Everything in St. 
Petersburg is growing in- 
cluding your opportunity 
to cash in on record retail 
sales. 

To cover St. Petersburg, 
Florida’s fastest growing 
city, use the TIMES, daily 
and Sunday. 


ST. PETERSBURG, FLORIDA 


Daily TIMES Sunday 


Represented nationally by 
Theis & Simpson, Inc. 


New York « Chicago « Detroit « Atlanta 
In Jacksonville, Fla. by V. J. Obenaver, Jr. 
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California Admen Elect | IT&T Authorizes 
Lee Ringer, of Lee Ringer Ad- 


vertising, has been named presi- | SW 
dent of the Southern California Ad-| Parn orth Purchase 


vertising Agencies Association.| New Yorx—The International 


Norton W. Mogge, Mogge-Privett, 
Inc., has been appointed vice-pres- 
ident, and Henry Welsh, Welsh- 
Hollander Advertising, secretary- 
treasurer. 


Conover-Mast Moves Office 

Conover-Mast Publications, pub- 
lisher of Aviation Maintenance & 
Operations, Liquor Store & Dis- 
penser, Mill & Factory and Pur- 
chasing, has moved its Chicago of- 
fice from 333 N. Michigan Ave. 
to larger quarters at 737 N. Mich- 
igan Ave. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38th St.,N. ¥.C. 16. 


| Telephone & Telegraph Corp. has 
|}approved the purchase of Farns- 
|worth Television & Radio Corp. 
| Holders of the common stock of 
Farnsworth will be offered one 
share of IT&T for each 12 shares 
of Farnsworth. 

Details of the purchase plan, 
which must be approved bv Farns- 
worth stockholders, were not an- 
nounced, but it is understood that 
IT&T will make a secured advance 
of $1,000,000 to the radio and tele- 
vision manufacturer to enable it 
to meet current obligations. 

IT&T plans to continue manu- 
facturing at Farnsworth’s Fort 
Wayne plant and to retain the na- 
tional Capehart distributor-dealer 
organization. 

The radio-television set maker 
sponsors “Metropolitan Opera Au- 
ditions of the Air” over ABC 
through Warwick & Legler. In re- 


CS ee oe OF 


cent weeks when rumors of 
Farnsworth’s financial difficulties 
have been widespread, it was re- 
ported that the radio program was 
being continued chiefly because of 
contract committments. 


Coutlee Leaves Merck 


Douglas Wakefield Coutlee has 
resigned as director of advertising 
of Merck & Co., manufacturing 
chemist, to operate his own con- 
sultant service in advertising, ed- 
itorial and public relations. He will 
continue to serve as editor of “The 
Merck Report,” published by 
Merck. Mr. Coutlee will open his 
consultant service in New York 
under his own name after a short 
vacation. 


Lawless to ‘Canadian H&G’ 


Edward P. Lawless, formerly ad- 
vertising manager of Donovan 
Publications, Toronto, has been 
named advertising representative 
of Canadian Homes & Gardens, 
Maclean-Hunter publication, Tor- 
onto. He will be in charge of east- 
ern Ontario and East Toronto 
regions. 


SALES 


Like THR-R-RIFT 
comes naturally 
to SCOTCHMEN... 


PROFITABLE 


come to advertisers in 
The Oregonian 


Canny advertisers know The Oregonian is the best advertising 
buy in the thriving Oregon Market*! The reasons are obvious! 


First in reader value (1/2 million lin 


- 


es more news per year) 


and first in editorial influence, The Oregonian enjoys top loyalty 


among its readers .. 


. just what astute advertisers seek. Yet 
these readers cost less to reach per thousand because 


The Oregonian circulation leadership is dominant (ahead 23,245 

daily, 65,171 Sunday). Sell through The Oregonian at lowest 

advertising cost... get your share of sales in America’s 

fastest growing area... the Oregon Market! 
*All Oregon and Seven Southwestern Counties of Washington 


Fi 4 ST. .. in reader value, so 


FIRST...in circulation, so 


FIRST...in advertising volume! 


YOUR GREATEST ADVERTISING VALUE AT LOWEST COST 


The Oregon 


PORTLAND, OREGON 
The Great Newspaper of the West 


Poet and business man is Arthur Frederic Otis, copywriter at Roche. 
Williams & Cleary, Chicago, who published his fourth book of verse 
“Dancing Shadows,” in November (Milton House, Box 108, Glen Ellyn. 
Ill., $2.50). The preceding August, he sent 500 postcards to friends and 
acquaintances, offering the book at a prepublication price of $2; by the 
time the book came off the press, he had $700, which adds up to a 
return of 70%! The verse, much of which has appeared in newspapers 
and magazines, justifies the high mail pull. . . 

Winthrop Hoyt, chairman of the board of Charles W. Hoyt Advertising 
Agency, New York, was married to Mrs. Lyn Arnold Chapel Feb. 5 in 
Darien, Conn. The new Mrs. Hoyt is a past president of the Women’s 
Advertising Club of London, England, and has been fashion director 
of the W. S. Crawford Advertising Agency of London, which is affiliated 
with the Hoyt agency... 

Henry Untermeyer, account executive of WCBS, New York, and his 
bride, Adele Wells, of New York, are honeymooning in Nassau . . .Henry 
Jessup of J. Walter Thompson Co., New York, is engaged to Willy Mary 
van Neyenhoff ... and Michael Erlanger, president of B.V.D. Corp., 
New York, will marry Margaret Arnold, a CBS copywriter, on March 
12 in New York. . . 


KUDOS—Doak Walker, left, Southern Methodist’s all-American football player, re- 

ceives, with a straight face, a certificate making him first president of the mythical 

Kudos College, from W. A. Roberts, center, commercial manager of KRLD, Dalles, 

and president of the Dallas Advertising League, with J. Richard Brown, publisher of 

Southwest Purchaser, participating as chairman of the board of regents of Kudos. 

The college is a project of the league to publicize Dallasites whose accomplishments 
have resulted in honor to the city. 


Feb. 12 was the wedding day of Constance Jones, daughter of Richard 
G. Jones, v.p. of Jackson Brewing Co., New Orleans, and Joseph Killeen 
Jr., son of Joseph Killeen, who is a partner of Fitzgerald Advertising 
Agency, New Orleans. Nope, Fitzgerald’s account is Dixie Brewing. . . 

Two new directors of Lever Bros. Co. are James M. Elliott, president 
of John F. Jelke Co., Chicago, and Ralph P. Lewis, president of Harriet 
Hubbard Ayer, New York... At Stevens Institute of Technology’s mid- 
winter commencement, Philip D. Wagoner, board chairman of Under- 
wood Corp., New York, received the honorary degree of Doctor of 


_ Engineering. . . 


John F. Noone, Meredith Publishing Co., has been named chairman of 
the special gifts committee of the Advertising Unit of the Cardinal's 
committee of the Laity for the 1949 fund appeal on behalf of Catholic 
Churches of New York. Assisting Mr. Noone as vice-chairmen are 
BBDO’s president, Ben Duffy, and John Kelly of Kelly-Nason. . . Charles 
H. Ridder, publisher of The Catholic News, is chairman of the publishers’ 
group of the special gifts committee. . . 

Dale Y. Ecton, president of the Direct Mail Advertising Association, is 
traveling throughout Europe and the Near East for his company, Trans 
World Airline, Kansas City, Mo. . . 

Emil Stanley, v.p. and ad dir. of Traffic World, Chicago, started for 
San Francisco for the convention of the American Warehousemen’s 
Association Feb. 6 and returned to Chicago Feb. 10 without having at- 
tended the meeting. Snows held up his train at Laramie, Wyo. . . 

Five years ago, Ed Weiss, head of Weiss & Geller, Chicago, took up 
painting with the specific object of studying color, shapes, form and 
balance, and how they could be applied to advertising to increase its 
effectiveness. The business project turned into his pet hobby, however, 
and one of his paintings has been chosen to appear at the 53rd annual 
exhibit by artists of Chicago and vicinity now at the Art Institute. . . 

When Bill Beard, McGraw-Hill v.p., returned to his office from lunch 
Feb. 4, he found a birthday cake on his desk. It marked his 25th anni- 
versary with the company. . . Al Wheeler, veteran Chicago magazine 
representative, who has retired from the business, was elected an honor- 
ary life member of the Agate Club Feb. 7.. . 

Bill McNamee, who retired a year ago as advertising director of the 
Chicago Herald-American, is now entertaining friends in his beautiful 
new home at Carmel, Cal., overlooking the Pacific Ocean. . . 

Norton W. Mogge, president of Mogge-Privett, Inc., Los Angeles 
agency, and Arthur Mogge, head of the Chicago agency of the same 
name, are cousins, but have never met. They expect to repair the omis- 
sion in 1949. . . 

J. T. Webster, manager of the foreign department of Cudahy Packing 
Co., Chicago, for the past 12 years, has retired after 39 years’ service 
with the company. For the past two years he has been chairman of the 
committee on foreign relations of the American Meat Institute. . . 

George Miller, v.p. of Doyle, Kitchen & McCormick, New York, was 
one of the new professional members inducted at the semi-annual 
dinner of the City College School of Business and Civic Administration 
chapter of Alpha Delta Sigma, nat’l advertising fraternity. . . 

The veteran salesman, Billy B. Van, who is unofficial mayor of New- 
port, N. H., has been made an honorary life member of the Sales Ex- 
ecutives Club of New York in appreciation of “the many favors he has 
done the club and the contributions he has made to the profession of 
selling.” Furthermore, the notification letter said, “You’re a grand guy 
and everybody loves you.” .. 
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food as much as the sight of food! And 
nothing sells food better than the display 
of food!...The next best substitute is 
display by Einson-Freeman! 

GENERAL FOODS was well aware 
that those indispensable white freezer 
cabinets...and the white, blue and red 
Birdseye cartons...were entirely innocent 
of appetite appeal. And since displaying 
fresh cooked vegetables and meats was 
both impractical and expensive...GF tried 
the next best substitute—small picture 
panels of the finished products displayed 
around the freezer cabinets... Excerpts 
of these panels, printed from the same 
plates, are shown herewith... And we ask 
you if ink and paper ever carried more 
suggestion of goodness, freshness, quality? 
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The printing plates were made from 
the negatives of the original color shots 
...with minimum loss of values in the 
single transfer. Litho artists and pressmen 
checked colors not with copy, but bona- 
fide dishes of Birdseye foods. Everybody 
in the plant got hungry working on this 
Frosted Foods job. 

The original number of panels has 
been gradually increased to twenty-four. 
And the steady demand of dealers has 
resulted in one edition after another— 
250,000 in all. The fact that dealers con- 
tinue to want them is apparently good 
evidence that they must be doing a job! 


For reproduction that is the next best 
substitute for the merchandise itself... for 
presentation of product or sales points 
in display that gets audience and action, 
display that gets a lot of use and dealer 
cooperation because it does a job... for 
ideas that make display a sales instrument 
...come to Einson-Freeman. Our work 
and client list are your best references... 


Einson-Freeman Co., inc. 
Ideas-are-our-meat Lithographers 
Starr & Borden Aves., Long Island City, N. Y. 
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Former Hair 
Farmer Starts 
New Campaign 


St. HELENS, OrE.—Carl Brand- 
enfels, who gained national at- 
tention two years ago as the St. 
Helens “hair farmer,” has under- 
taken a new national advertising 
campaign for his scalp and hair 
applications and massage. 

The campaign is part of a new 
sales program worked out with 
Brandenfels’ agency, Frederick E. 
Baker & Associates, Seattle. Ad- 
vertising copy and sales litera- 
ture have been rewritten to elim- 
inate statements which various 
federal agencies objected to in the 
original campaign. 

The new copy makes no use of 
the term, “hair farmer,” and in 
place of the word, “treatment,” 
Brandenfels calls his product 
“scalp and hair applications and 
massage.” Each ad contains the 
following statement, or one like it: 


s “Carl Brandenfels does not 
guarantee to promote hair growth, 
because he realizes that not every 
user has grown new hair. He does 
not classify his home course with 
the so-called ‘hair-growers.’ Carl 
does point with pride to his thou- 
sands of letters from _ satisfied 
users. He does sincerely believe 
that proper use of his scalp and 
hair applications and massage will, 
in many cases, bring about a con- 
dition which will help nature 
ALLOW HAIR TO GROW.” 

Copy for the new campaign has 
been tested with split runs in the 
New York Mirror Sunday supple- 
ment. Here an ad with a factual 
approach was tested against one 
with an emotional appreach. In 
both, the copy elements were es- 
sentially the same, and the ads 
were designed to reach both men 
and women. The factual approach 
uses a rifle technique, designed to 
reach immediately those with hair 
trouble. The emotional approach 
uses a shotgun technique, with 
more general interest and seeks a 
higher readership. Testimonials 
are a key part of both ads. 

Test runs showed that the two 
types of ads pulled almost equally 
well, with the factual approach 
slightly ahead. The factual ads are 
being used in magazines and the 
emotional ads in Sunday news- 
papers. 


s During the first quarter, Bran- 
denfels is using half-page space 
in Collier’s and full pages in Am- 
erican Legion, The American 
Weekly, Argosy, Coronet, Eagle, 
Look, Pathfinder, Pictorial Re- 
view (Pacific Coast) and New 
York Mirror. The budget in the 
first quarter is $60,000. 

Because of the amount of infor- 
mation packed into each adver- 
tsement, slow readership is con- 
sidered essential. For that reason, 
media advertising is confined to 
magazines and Sunday supple- 
rents. In readership studies, the 
aceney is interested only in one 
ure, that showing the percent- 
e who read most of the copy. 
With the exception of a few re- 
tail outlets on the West Coast, 
Brandenfels sells only by direct 
mail. All copy carries a coupon. 
The price for a five-week supply 
ls $15 plus $3 federal tax. Direct 
Mail is used for followups, and 
35% of sales are on repeat orders, 
the company reports. 


Taplinger Opens PR Firm 


Robert S. Taplinger has formed 
public relations organization to 
* known as Robert S. Taplinger 
Associates, with offices in New 
ork, Chicago and Los Angeles. 
est Coast headquarters have 
Seen established at 9507 Santa 
“Lonica, Beverly Hills, Cal. 


+ ve 
Advertising Age, February 21, 1949 


Oliver Leaves Proctor 

Robert M. Oliver has resigned 
as vice-president in charge of sales 
of Proctor Electric Co., Philadel- 
phia. He has held that position 
since 1944. 


Journal Names Townsend 


Edward S. Townsend Co. has 
been appointed West Coast repre- 
sentative of the Journal of Home 
Economics, Washington, D. C. 


Southern Michigan Joins AFA 
The Advertising Round Table 
of Southern Michigan has joined 


the Advertising Federation of 
America. L. A. Merchant of the 
Jaqua Co., Grand Rapids, is presi- 
dent of the club. 


Green Joins Conro Mig. Co. 
George Green, formerly sales 
and advertising manager of I. Tai- 
tel & Son, Chicago clothing manu- 
facturer, has joined Conro Mfg. 
Co., Dallas, in the same position. 


Three Join Tyson Agency 

The following have joined O. 
S. Tyson & Co., New York: Vere 
Woodward, formerly with Lynch & 
May art studio, art director; An- 


drew J. Lyons, formerly with Mc-| Supermarket Men to Meet 


The 12th annual convention of 


Rector, former advertising mana-|the Super Market Institute will 
be held at the Hotel Stevens, 


selle, N. J., account service group. | Chicago, May 8-12. 
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SEATTLE POST-INTELLIGENCER — 


A Greater Newspaper For A 


~ Greater Pacifie Northwest 


Markie its eighty-fifth year of service to. the people of 


the Pacific Northwest, the Seattle Post-Intelligencer is 
now in its great new building. Covering a complete city 
block, the plant is one of the finest newspaper establish- 
ments in the entire country. It includes'a 16 unit-in-line 
‘Scott press, capable of printing two 64-page papers at the 
same time at the rate of 40,000 per hour, as well as com-. 
pletely new equipment in every department. Most valued 
of all, the new Post-Intelligencer also embodies the eighty- 
five year old crusading spirit of service that has made its 
columns so resultful, its editorial voice so respected. 
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Osias Elected V. P. 

M. J. Osias, head of the me- 
chanical production department of 
Williams & Saylor, New York, 
has been elected a vice-president 
and director of the agency. 


Sumergrade Names Lancaster 

N. Sumergrade & Sons, New 
York, manufacturer of comforters, 
pillows, etc., has appointed Lan- 
caster Advertising, New York, to 
handle its advertising. 


Bob Wettstein Moves Office 

The Los Angeles office of Bob 
Wettstein, West Coast publishers’ 
representative, has been moved to 
the Granada building, 672 S. La- 
fayette Park PI. 


Gaylord Appoints Two 

R. S. Updyke has been appointed 
general manager of the Milwaukee 
operations of Gaylord Container 
Corp. Glenn B. Elliott has been 
named sales manager. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON — Retail business 
continued below the 1948 level 
during the first week of February. 

The Federal Reserve Board’s re- 
port on dollar volume of depart- 
ment store sales showed losses on 
the year-to-year comparison in all 
but four of the 12 districts. 

In some cases, such as the cen- 
tral Midwest and West Coast cities, 
it was possible to attribute the 
losses to unfavorable weather, but 
1949 sales to date appear to be 
hovering a little above or slightly 
under last year’s dollar volume 
thus far. 

Highest district increase was 
that recorded by St. Louis, up 7% 
over last year. The Richmond, 
Kansas City and Philadelphia dis- 
tricts also showed small gains. 
Largest district losses were 10% 
declines in the Dallas and San 


Francisco areas. 


ws Greatest gain among the cities 
was a spectacular 54% rise in 
Little Rock, Ark., where local 
merchants have been conducting 
razzle-dazzle, free-for-all, com- 
bined price-slashing and clearance 
sales, backed by heavy display ad- 
vertising. 

Increased sales in cities in the 
Kansas City area in part reflect 
the increased buying which fol- 
lowed two weeks of bad weather. 

Houston, which led the cities al- 
most consistently for about eight 
months last year, apparently has 
relinquished its top position. The 
opening of new stores in. that 
city last year gave it a tempo- 
rary advantage in year-to-year 
comparisons over °47. 

Commerce Department’s report 


NCOURAGING farm boys and girls, with full 
recognition of their achievements in work, study 
and play, has long been a natural and important part 
of Prairie Farmer-WLS over-all policy of service to ag- 
. a policy that shows itself in the vigorous 
program of cooperation with farm youth organizations. 
Each year Prairie Farmer-WLS presents 250 awards 
to county 4-H, FFA, FHA and Rural Youth organi- 
zations and to individual members of these groups 
throughout ILinois, Indiana, Michigan and Wiscon- 
sin. 250,000 rural youths are eligible for participation 
in these Prairie Farmer-WLS rural youth programs. 
Throughout the year full support of Prairie Farmer- 


riculture . . 
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250,000 CITIZENS 
OF TOMORROW... 


AHMEH 


CHICAGO 


AWARD 
1 'S MADE IN a 


ACHIEVEMENTS o 


PRAIRIE FARMER-WLS 


RURAL YOUTH AWARDS 


zations. 


WLS and its facilities is given to these youth organi- 
Today’s farm youth — 
industrious — are the inheritors of the rich, agricul- 
tural resources of the Midwest. The successful, pro- 
gressive farmer of tomorrow is the farm youth of 
today. Prairie Farmer-WLS considers it a duty and a 
privilege to serve these boys and girls and to cultivate 
their friendship and loyalty. 

Such services as this — encouraging and inspiring 
rural youth — are the reasons why Prairie Farmer-WLS 
enjoy the confidence and belief of reader-listeners —a 
confidence that applies with equal vigor to worthy 
advertised products associated with our name. 


intelligent, capable. 


Week to Feb. 5, °49*. 
Week to Jan. 29, ’49*.. 
Week to Jan. 22, ’49*.. 
Week to Feb. 7, ’48*.. 
Week to Jan. 31, ’48*.. 
Week to Jan. 24, ’48*.. 


*Not adjusted seasonally. 
pPreliminary. 
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on service and limited function 
wholesalers during December } 
showed estimated sales of $6,129,- 
000,000, a decline of $84,000,(100 
from the November level. The total 
compares with sales of $6,178,000,- 
000 in December of 1947. Inven- 
tories in ’°48 were up about $450,- 
000,000 from the previous year. 


% Change from 1545 


Week Ending 
Federal Reserve Jan. Jan. Feb, 
District and City 22 29 5 
UNITED STATES ...... rl —7 —4 
Boston District ......... 14 —2 —2 
New Haven .......... 12 —l4 —13 
MEL. seeesccebectece 13 0 4 
Springfield ........... 21 —165 —Il4 
DEED Se coccccors 17 —9 —1 
New York District ..... 1 —8 —I 
EEE beedencoe races 0 —19 3 
ae 11 rl —10 
Oe re 1 r—7 —T 
| rennin eeaeheswe ees —3 —10 8 
PEED -Swcoscecsdece —3 —10 14 
Philadelphia District .... r3 r—7 1 
Philadelphia .......... r—l r—9 0 
Cleveland District ...... 9 1 ~-] 
her écaneesde tes 13 —7 18 
Es 5 dn bg he 62.5 12 4 1 
ee 7 —l1 —6 
tn jcbh cnn su wie. bere —4 35 11 
CT Sigeduceneet.0o.s —5 —ll —T 
Pe 146 —l1 —3 
Richomed 7 District bbe nue 18 —5 5 
Washington .......... 22 —l 12 
Py teks ddbeses 14 —14 l 
Atlanta District ........ 7 1 —7 
Birmingham .......... 17 10 13 
DE * Shedevecewese ce —6§ —7 5 
Dt chhewahebenes a 4 2 8 
New Orleans ......... 13 4 8 
DE cules cctvesee 17 24 —10 
Chicago District ........ —l1 —10 --4 
CE is cadiviess nie —l1 —13 3 
Indianapolis ......... 11 2 7 
ee 2—4 ~-4 
one hoe eae e 3 —10 -5 
St. Louis District ....... —2 —T7 7 
ee eee 4 4 54 
PT ccspestenees 7 4 4 
TM <ebeccceseves —6 —16 6 
SS x 35 —12 
Minneapolis District .... * bd ¢ 
Minneapolis .......... s ® ® 
rer bd bd ° 
Duluth-Superior ...... bd * ° 
Kansas City District .... —7 —18 2 
ee 3 3 -9 
aa 2 —6 21 
EE GE” e¥'e's 0's 0 0: —18 —15 4 
BE. SOGGDR ceccccccces —2 —26 -1 
—e eee —20 —386 ll 
Deateaires 6eacess 2 —29 14 
Dallas 0 -—2 -8 —10 
eee —5 —7 9 
ree -—-1 r4 9 
ie ea ae8 wren 18 2 —15 
San Antonio ......... —17 —14 —9 
San Francisco District... —7 r—9 10 
Los Angeles Area..... —6 —14 -10 
SE ager sandn' vas —1 1 -11 
San Francisco ........ 0 3 —l 
OS —13 —7 -16 
Salt Lake City ....... —14 —19 16 
SE céwéetecevewes —12 —10 —6 
r—Revised. 


* Data not available. 


Foremost Dairies, Maxson 
Food Consider Merger 


Foremost Dairies, Inc., Jackson- 
ville, Fla., and Maxson Food Sys- 
tems, New York, will submit to 
their stockholders, on March 14, a 
proposal for the merger of the two 
companies. Foremost Dairies, 
which processes milk, ice cream, 
milk products and orange juice, 
would be merged into Maxson, 
which in turn, would change its 
name to Foremost. 

Maxson Foods now distributes 
frozen foods in the New York 
metropolitan area, Boston, Was.- 
ington, D. C., Baltimore, Norfolk 
and Richmond. 
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a # a melcKs 
So this 1s your idea of screening 
our audtence, eh, Judson? 
Judson: Why, yes sir, this gets us the Chairman: Not if I recall the REDBOOK 


‘3 people who are mechanically minded. 


“S Chairman: Well, let me tell you A 


something. It’s our job to send everybody , 
to our dealers’ stores. What we need is a steady 
stream of all kinds of people buying regularly. 

If you want them to bzy regularly you've got 
to sell them regularly— 
and to do that you've 
got to #e//’em regularly. 


Judson: But regular 
advertising costs money. 


rates! We can run full pages in every remain- 
ing issue of ’49—ten of them for $44,000. We 
can keep our name before nearly 2,000,000 
young, alert families regularly! And they have 
the money to buy (SEVEN BILLION DOLLARS, 
after taxes) and what’s more they spend it! 

Let’s get our agency started on a REDBOOK 
campaign today! 


REDBOOK 


McCall Corporation ¢ 444 Madison Avenue, New York 22, N. Y. 
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Waltham Civic 
Group Struggles 
for Watch Firm 


Editor and Labor Chief 
Spur Drive to Raise 
$2,000,000 Needed 


Boston—If the Waltham Watch 
Co. begins operation again, it will 
be due in no small measure to 
Thomas J. Murphy, chairman of 
the United Waltham Committee, 
and Walter W. Cenerazzo, national 
president of the American Watch 
Workers Union. Both are about 35 
years of age and represent new 
ideas in New England. 

Their personalities and physical 
appearances could hardly be more 
contrasting. Tom Murphy, editor 
of the Waltham News Tribune, 
is a wiry, easy-going, slow- 
speaking Irishman. Cenerazzo, 
selected as one of the outstand- 
ing young men of the country by 
the National Junior Chamber of 
Commerce, is a heavy, volatile 
and fast-talking Italian. 

When a tentative plan for a 
reorganization of the century-old 
watch company was presented in 
the U. S. District Court at Bos- 
ton Feb. 7, many of the inter- 
ested parties were downcast 
when it became apparent that 
$2,000,000 would have to be raised 
before the Reconstruction Finance 
Corp. would invest an amount nec- 
essary to put the plant into oper- 
ation. 


e But Murphy and Cenerazzo be- 
lieve $2,000,000 can be raised to 
satisfy claims of the banks and ob- 
tain the needed RFC loan. Murphy 
has organized a drive to raise 
money among Waltham industri- 
alists, merchants and professional 
men. Cenerazzo has devised an in- 
genious plan by which employes 
can borrow money to purchase 
stock. They would give a wage as- 
signment and pledge the stock as 
collateral. Cenerazzo is not par- 
ticularly interested in the stock 
market investors. 

“The Waltham Watch Workers 
Union believes that every Wal- 
tham Watch employe should pur- 
chase at least $500 worth of stock,” 
Mr. Cenerazzo said. “His future 
will be more secure if there is 


—_ —_. 


(Advertisement) 


Getting Ahead in Business 


ree 
Mr. Howard G. Dick has been named 
marketing manager of Vacuum Foods 
Corp., producers of Minute Maid 
Orange Juice concentrate. Mr. Dick 
is a reader of The Wall Street Journal. 
He is representative of the 39,323 
sales and merchandising executives 
of American business and industry 
who follow the es of the only 
national business ° 


employe participation in the pur- 
chase of stock, thus guaranteeing 
that the company will run for cap- 
ital gain, rather than security 
profit, as it has in the past 25 
years. Waltham employes have 
faith in the future of Waltham. 
Waltham Watch makes fine qual- 
ity watches. 


s “The reorganization plan, if the 
RFC loan is accepted, will bring 
competent management in the 
field of merchandising, finance, 


and production. Waltham employes 
desire all three of these objectives. 

“As a union, however, at no 
time do we desire ever to exercise 
the use of this stock to either se- 
lect management or to interfere 
with management, so we are set- 
ting up plans by which any em- 
ploye-purchased stock will be put 
into a voting trust to be adminis- 
tered by prudent men of the 
Greater Boston community whom 
we will request the judge of the 
federal court to select. 


“This voting trust would guaran- 
tee to any other purchaser or own- 
ers of stock that Waltham em- 
ployes have no desire to control 
the company but desire only to 
participate in maintaining control 
of the ownership of stock in local 
hands that want Waltham Watch 
to prosper and which would never 
allow it to become a Swiss watch 
importing group. 

“We will make a concentrated 
campaign to reach pledges of 
$1,250,000, which averages $500 


Advertising Age, February 21, 19.49 
for each employe.” 


ws Boston labor leaders are pn 
loud in their praise of Ceneraz:», 
and even his best friends admit 
he has personality faults. He ‘5 
inclined to be argumentative and 
undiplomatic, one of his friencs 
said, but he has a genius for un- 
derstanding business and expres: - 
ing himself forcefully and inte 
ligently. Prospects for re-openir 
Waltham Watch Co. would | 
brighter if CIO and AFL leade: 
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same neighborhood...same street... 


BUT-what a difference 
in OWNERSHIP! 


A McGraw-Hill 


PRODUCT OWNERSHIP 
of SCIENCE ILLUSTRATED Families 


75% own cameras —14% more™ 
74% own automobiles — 6% more” 
30% own $200-plus radios — 30% more” 


(and up to twice as many more” plan to buy 
these and other products for better living.) 


“than their next-door, non-reader neighbors 


Publication . 


New York . 


Philadelphia . 


To learn just how Science 
ILLUSTRATED readers live and 
work and earn and spend, 
Psychological Corporation 
researchers have personally 
interviewed our readers coast 
to coast—and our readers’ 
next-door neighbors who do 
not read Science ILuus- 
TRATED. The findings of this 
unusual study clearly reveal 
unusual market advantages. 
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1949 


Approximately 2,300 employes 


tries. Its founders pioneered the 


cluded a bankruptcy, but it had 
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vere not cool to Cenerazzo. Many 


onsider him “a company man.” 
Closing of the watch factory on 
ec. 31 stunned the city of 45,000. 


arning $5,600,000 yearly were dis- 
hnarged. Although the company 
1ad been ailing for years, it was 
he mainstay of the city’s indus- 


roduction of machine-made 
vatches on a mass. production 
asis. Prior financial crises in- 


generally been considered hardy 
enough to weather the storms of 
poor management and Swiss com- 
petition. 

Prior to World War II, Wal- 
tham Watch was primarily en- 
gaged in the manufacture of fine 
jeweled watches, movements and 
automobile speedometers. From 
1942 until 1945, the company de- 
voted itself completely to war pro- 
duction. 


s Immediately after V-J Day in 


August, 1945, reconversion to 
peace-time production was begun. 
At the same time, Waltham’s 
method of distribution was com- 
pletely revised. About 35 whole- 
salers were dropped from the sales 
system and direct selling to about 
6,000 retail jewelers began under 
fair trade pricing. 

Sales for 1948 were extremely 
disappointing and losses were es- 
timated at $1,600,000. This fol- 
lowed a loss in 1947 of approxi- 
mately $466,000 and a loss in 1946 


of some $1,311,000 (before giving 
effect to inventory and federal 
tax adjustments). 

During the war, the Swiss cap- 
tured 80% of the American market 
of 10,000,000 watch sales a year. 
On April 1, 1948, Paul P. Johnson, 
executive of a Cleveland metal- 
lurgical company, was elected 
vice-president and general mana- 
ger of Waltham. 

When the trustees took posses- 
sion, the company had in its in- 
ventory about 85,000 watches fully 


> 


...and what a difference in SALES! 


Down through history, the busy market- 
place has always been a good place to 
make more sales—because there assemble 
the folks who can afford to buy, and who 
are accustomed to buy. In selecting your 
markets for the hard-selling months 
ahead, remember the Science ILtus- 


TRATED difference ...the assembly here of 


4d 


4 


Chicago . 


families who already own more than their 
neighbors, and who plan to buy more. 


Over here at the left are a few pointers 
from a recent, nationwide study of the 
market which awaits you in ScIENCE 
ILLusTRATED. Along with many more 
data on income and education and occu- 


nN f cA MAC HIN oy ROMAN 
ct. 1a AWERA NEWS. FASTEST LENS, MODEL DARKROOM 


Detroit . San Francisco 


ee ee ee 


. Los Angeles . 


pation, these highlights define an audi- 
ence of people who buy more . . . and 
sooner . . . products of all sorts that make 
for better living. (The full study reports 
immediate buying plans for such advanced 
appliances as home freezers, dishwashers, 
and television sets.) 


Inspect the known characteristics of this 
great and growing marketplace, 530,000- 
strong—and inspect the unique editorial 
formula which gathers it together every 
month—and we believe you will discover 
a good place in which to concentrate the 
advertising dollars from which you ex- 
pect the best returns. 


Remember the 


Science 


illustrated 
difference... 
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Atlanta 


cased and ready for sale, and 
80,000 movements ready to be 
dialed and cased. 


ws To unite local efforts, Mayor 
John F. Devane formed a Citizens’ 
Committee which young Mr. Mur- 
phy heads. Some 50,000 signatures 
were obtained on petitions seeking 
to ban the importation of Swiss 
watch movements. Employes 
pledged $400,000 under Cenerazzo’s 
stock-buying scheme. 

Governor Paul A. Dever and 
the mayors of two other watch 
cities, Walter E. Miller of Elgin, 
Ill. (Elgin Watch), and Dale 
E. Cary of Lancaster, Pa. (Hamil- 
ton), accompanied Mayor Devane 
to Washington to plead with 
President Truman for special as- 
sistance to Waltham. 

Editor Murphy has published a 
booklet of editorials he has writ- 
ten in the Waltham News Tribune 
concerning the financial drain on 
Waltham Watch Co., the problem 
of Swiss importations, mismanage- 
ment and the development during 
the past few years of an outstand- 
ing watch which could not be sold 
because of lack of advertising. 

Messrs. Murphy and Cenerazzo 
have another idea, too. They are 
considering a plan to use the in- 
ventory for raffles, to be held in 
every community in New England. 
They say they can democratize 
and energize the century-old fac- 
tory by stock purchases through- 
out the Boston area. 


WISN Appoints DeGrace 


George A. DeGrace Jr., former- 
ly executive secretary of the Mar- 
quette University Alumni Asso- 
ciation and assistant executive di- 
rector of the 1948 Corp., Milwau- 
kee civic organization, has been 
appointed promotion director of 
Station WISN, Milwaukee. 


Amco Appoints Wakefield 


Amco, San Francisco manu- 
facturer of ladies’ lingerie, has 
appointed the Wakefield Adver- 
tising Agency, San Francisco, to 
conduct both its trade and con- 
sumer advertising program. 


Gets Reigel & Dexter 


Reigel & Dexter, New York dress 
manufacturer, has named Alfred 
Paul Berger Co., New York, as its 
advertising agency. Magazines and 
direct mail will be used. 


Gets Brewery Account 


Jackson Brewing Co. New 
Orleans, maker of Jax beer, has 
named Fitzgerald Advertising 
Agency, New Orleans, to handle 
its advertising. 


First with the most in 
NEW ORLEANS 


W 


TV Channel 6— 
31,000 watts 
New Orleans’ first 
and only. Transmit- 
ting from atop the 
Hibernia Bank Build- 
ing—the Empire State 
of the Deep South. 
ABC — NBC 
DUMONT — WPIX 
Television Affiliate 
Affiliated with 
New Orleans Item 


>= i 
AM 1280 kc — 5000 watts 


(effective 20,000 watts in 
greater New Orleans) 


Covering New Orleans, South 
Louisiana and the Gulf Coast. 
FM Channel 287 — 15,000 watts 
(C. P. 155,000 watts) 


WDSU’s dominant Hooperating, pioneer- 
ing service and high listener loyalty is 
THE buy in New Orleans! 


NEW ORLEANS ABC AFFILIATE 
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Kudner Promotes Harting 


Frank Harting, a member of the 
public relations staff of the Kud- 
ner Agency, New York, since 1943, 
has been appointed assistant to 
Myron P. Kirk, radio and tele- 
vision executive of the agency. 


Blue Ridge to Mogul . 

Blue Ridge Textile Co., New 
York, maker of knitted fabrics, 
has appointed Emil Mogul Co., 
New York, to handle its adver- 
tising. 


Ferguson Transfers Groome 

William R. Groome, account ex- 
ecutive at Courtland D. Ferguson, 
Inc., Washington, D. C., has been 
appointed radio director of the 
agency. 
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Cleveland Panel Puts 


Microscope 


Reports on Full-Year 
Grocery Buying of 500 
Families in the County 


CLEVELAND—A wealth of data 
on volume of sales, brand share of 
market, place of purchase, brand 
loyalty, effect of size of family 
on commodity purchases, etc., is 
contained in the printed report 
of the Cleveland Consumer Panel, 
released last week by the Cleve- 
land Press. 

The printed report gives buying 
data on grocery products covering 
the full year from October, 1947, 
through September, 1948, as re- 
corded by the 500 families in 
Cuyahoga County, carefully se- 
lected to provide a cross-section of 
the community, who participate in 


EXTRA 


R RO 


FEATURE 


T0 


on Buying 


the consumer panel. The entire 
operation is conducted by the bu- 
reau of business research, Cleve- 
land College of Western Reserve 
University, under the auspices of 
the Cleveland Press. 


ws The book shows a month-by- 
month record of family purchases 
of a variety of commodities under 
the general headings of baking 
products, beverages, cereals, can- 
ned goods, spreads and shortening, 
soaps, and frozen foods. For each 
product under these broad com- 
modity classes, data shows pounds 
or units bought, month by month, 
the number of families buying 
each month, the store in which 
the purchases were made, the net 
purchases in pounds or units of 
each brand, and the percentage 
of total sales in the commodity 
classification made by each brand. 

In addition, a special section, 
called “Cross-checks,” consists of 
special tabulations from the col- 
lected data, covering such things 
as where particular commodities 
are bought, the effect of family 
size on cereal and coffee pur- 
chases, effect of economic and ra- 
cial characteristics on purchasing 
patterns, brand loyalty patterns, 
etc. 

Some of the more interesting 
data: 


s Chains do about two-thirds of 
the grocery volume in the coun- 
ty, although the percentages vary 
considerably by products. Fisher, 
local chain, accounts for about 
one-third of total purchases, A&P 
for about one-quarter, Kroger for 
about one-tenth, the remainder— 
about one-quarter—being made 
through independents and smaller 
chains. 

... Leading all-purpose flour in 
the market is Gold Medal, selling 
41.9% of the total, followed by 
Sapphire (20.9%) and Pillsbury 
(17.5%). 

... Cake flour leader is Swans- 
down (42.9%), followed by Gold 
Medal (29.8%) and Pillsbury 
(11.7%). 

... Leading pancake flour is 
Aunt Jemima (52.4%), followed 
by Pillsbury (17.1%) and Sunny- 
field (7.2%). 

...Calumet (55%) leads the 
baking powder group. Clabber 
Girl is second with 27% and Rum- 
ford third with 8.5%. 


s Biscuit mix, a relatively small 
seller (only 641 packages were 
bought by the 500 panel families 
in the year’s period) is pretty 
much a Bisquick preserve, this 
product accounting for 68% of 
total sales. Sapphire is next, with 
17.8%. 

...Pie crust mix (the panel 
families bought 1,902 packages in 
a year) is led by Flako, with 
39.1%, followed by Pillsbury 
(15.9%) and Jiffy (12.5%). 

...Duff (30.7%), X-Pert 
(29.2%) and Dromedary (22.6%) 
were closely bunched in the cake 
mix field, where panel families 
purchased 1,254 pounds during the 
year. In gingerbread mix Duff led 
with 40.7%, followed by Drome- 
dary, 34.7%, and Swansdown, 
11.2%. A total of 680 packages 
were bought. 

...Of 96 packages of waffle 
mix, 90 were Duff’s. Flakorn ac- 
counted for 65.5% of the 432 
packages of muffin mix, to Duff’s 
23.4%. 


a The panel families bought 20,- 
218 pounds of coffee—about 50 dif- 
ferent brands—with Eight O’Clock 
getting 16.7% of the poundage, 
Four Roses 14.5%, Don De and 
Maxwell House 6.9% each. Hills 


RELATION 


wor. 


dec. 
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PACKAGES OF HOT AND COLD CEREALS SOUGHT 
JM. ree. LiLo are mr Jone elr 


of TRENDS 
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There are many pairs of grocery 


a weal 
can 


product classifications that tend 1000 
tocomplement each other in sea- 


sonal trends. It is interesting to 
note, however, that these trends 


are not often in exactly inverse 
ratio. Typical in this respect is 
the seasonal comparison of hot “0 


and cold cereals, in which dupli- 
cation is relatively high in al! of 20 


SoS 'OT Cin 
*< Pee, 


EAL S 7 
- 


i - 


the months, and the lead of cold 
cereals is continually maintained 


in both per cent of homes buying 
and number of packages bought. 


wor. 


PER CENT OF HOMES BUYING HOT AND COLD CEREALS 
bec. 


Jan, =F. war. are “ar aL er 7G. Sarr 


+ 


Vew 


The Cleveland Consumer Panel 
offers the opportunity for other 
similar comparisons on: flour 
and prepared mixes, regular and 
instant coffee, coffee and tea, but- 
ter and oleomargarine, packaged P 
soaps and synthetic soaps, or any 


A BG 


arr 
mS: 
ee 


other relatively competitive gro- 
cery classifications. Individual 


brands may also be compared on 
the same basis. 


ey 


BUYING EFFECT 
of FAMILY SIZE 


It is obvious that size of family 
has a greater effect on volume itn 
some product classifications than 
in others. A typical example is 
the comparison of coffee and cold 
cereals on this basis. Note how 
coffee purchase volume actually 
declines among the extra large 
families, while cold cereals con- 
tinue to gain in each step-up in 
family size. Any other pair of 
classifications that appeal differ- 
ently to adults and children will 
also offer similar contrasts. 


Persons per Family H ' 


att att 
ie tte 
44a ate 


Actually, itis highly probable that 
no two classifications in the Panel 
would step-up in the same ratio 
as family size is increased. For 
instance, the use of hot cereals at 
an earlier age would indicate a 
different degree of step-up than 
cold cereals. Canned milk, used 
both for adults and children wil! 
not increase with family size to 
the same degree as canned baby 
food. Many such interesting com- 
parisons are possible by cross’ 
checking other Consumer Panel 
classifications on family size. 


SOME CROSSCHECKS—A spread from 


the full-year report of the Cleveland 


Consumer Panel, just published by the Cleveland Press. The two charts at top 
show the relationship between hot and cold cereal purchases. At bottom is an 
interesting example of how family size has varying effects on the purchase of 
various commodities. Cold cereal purchases go up as family size increases, but 


families of seven use more coffee tha 


n those with eight or nine members. 


Bros. got 6.6%, the five leading 
brands thus accounting for 51.6% 
of total poundage. 

... Instant coffee accounted for 
8,894 ounces during the year, the 
big leader being Nescafe, with 
72.3%. Next were Chase & San- 
born (7.8%), Borden (6%) and 
G. Washington (5.5%). 

... Panel families bought 13,- 
344 ounces of tea during the year, 
19.4% of the total being accounted 
for by Fisher, 17.3% by Salada, 


16.3% by Tenderleaf, and 15% by 
Lipton. 


a The families bought 13,929 pack- 
ages of cold cereal, of which 36.1% 
were Kellogg products, 30.5% Gen- 
eral Mills, 10% Quaker, and 8.8% 
General Foods (Post). Biggest 
single selling cereal, however, was 
Wheaties, General Mills product 
which garnered 12.6% of all pack- 
age sales, against 11.5% for Kel- 
logg’s Rice Krispies and 11.3% for 
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General Mills’ Cheerios. 

... During the same period hot 
cereal purchases totalled 3,783 
sackages, 39.9% being Quaker or 
Mother’s oats, 12.1% Cream of 
Wheat, and 4.4% Instant Ralston. 

...V-8 got 57.5% of blended 
vegetable juice business, with 
39.9% going to Vegemato. Fruit 
juices (not distinguished as to 
actual product) sold 12,772 cans. 
Stokely got 15.4% of the bus- 
iness, Donald Duck 13.9%, Kro- 
ger 7.1%. 

... Panel families bought 19,426 
cans of canned milk, 36.8% being 
Carnation, 32.7% Gold Cross, and 
10.5% Whitehouse. 

...Canned baby food totalled 
17,708 cans, with Beechnut well 
out in front (39.5%), followed by 
Heinz (19.2%), Gerber (18.7%) 
and Clapp (13.2%). 


s Panel families bought 11,658% 
pounds of butter during the year, 
and almost exactly the same 
amount of margarine—11,615 
pounds. Butter leaders were Gold- 
en Roll (28.1%), Land O Lakes 
(16%) and Country Club (7.6%). 
Margarine leaders were All Sweet 
(38.3%), Delrich (13%) and Blue 
Bonnet (9.9%). 

... Shortening purchases by 
panel families totalled 9,511 
pounds, 44.5% of which was Cris- 
co, 24.4% Spry, and 7.1% Swift- 
ning. 

... They also bought 9,558 bars 
of laundry soap, 73.1% of the 
business going to Fels Naptha and 
22.2% to Werk’s Tag. Toilet cake 
soap purchases totalled 28,313 
bars, of which 25.2% were Ivory, 
13.16% Camay, 13.2% Sweetheart 
and 11.8% Palmolive. Nine per 
cent of toilet soap purchases were 
made in non-grocery outlets. 
Packaged soap added up to 17,269 
packages, 18.3% being Oxydol, 
16.2% Duz, and 14.6% Rinso, with 
10.8% of total purchases credited 


re 3 
eile 


WHERE BOUGHT, By Individual Classifications 
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All Purpose Flour........+ 26.18 | 35.16 | 10.16 71.3% 1.u ‘ 2.8 Bit 1.” 
Cake Flour. 1... csceccceee 2.% 36.0% 9.6 67.% 2.4% 2.3 27.8 6.% 1. 
Pancake Flour.....++++++++ 21.% 36.0% at 12.0% 2.4% ™ 18.24% 3.3 6.1% 
Bi@cult Mix... ceccecccceee a. | a 9.% om iL.” 2.24 25.9% 77.7% a. 
Cale Mix... ---eseseeeeses 35.48 ‘ . oS *” 1. 24.8 77. 2.% 
Muffin Mix......cccccssees ve 2 1% 23 Ls a i 2 er It. =. pw 
Pie Crust Mix.......sses0 35.44 26.14 11.3% 72.8% 1. 1. 22.2% 77 ut 2.4 
Gingerbread Mix.....++-««+ 32.& 29.4% 12.4 Th 08 e. } 1.2% 21.% 77. 2.14 
Other Prepared Mixes...... 3.4 19.4 9.4 61.8 1. | 3m oT. 73.7% 6.3% 
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5. 9.% 5.% 20.3% ee | 3. 67.08 [933.08 
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Blended Vegetable Juices.. | 21.5% ee 10.44 73.&% *” 4 23.44 9.2% 1. 
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26.9% 32.3% 10.2% 68.08 = 4 26.& 1.8% 4 
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Butter ncccccccecceecccecee 11.2% 36.% 6. 6.4 1.% 1. 29." 67 .H 12.1% 
Ol@omargarine....eececceee 27.1% 32.% 9. 69.08 1.* 1.” 26.0% cm | 1.4 
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—“Totlet Soap....-- eee et 31.08 om 5. 1.08] 5m $37 HOF 9.8 
Package Soaps.... «+ | 21.5% 0.% 1.& 60.% 1.44 1.1% 26.7% 89.28 10.&% 
Synthetic Soape......+++++ 21.4% 29.1% 10.% 61.44 1.* 1.58 27. 9.24% 7% 
Scouring Powders......+.++ 26.4% 33.3% ee 67.3% a 1.4 25.% 96.2% 3. 
Household & Paint Cleaners 19.7% | 29. . 51.% 1. 8% | 30. 90.4 9.w 
later Cotteners......--.-- 22.& 35. 7.4 65.14 * cs -- Con | 9.4 
Bleaches......- PTTTTTT Tt 19.4 21.% 4.7% 45.4 1a 7” 2.5 78. a. 
"Frozen Vegetables......... 17.” 30.% 6.14 56.8 2.04 1.” 37.4 oT et 2.4 
Progen Pruit@....e.sseccees 26.4 35.% 4% 68. 2.8% ” 25.% 6. 3.44 


“Includes 12.9% Bakery, 20.1% Howse-to-fouse. 


WHERE SALES ARE MADE—Resiaents of Cuyahoga County (Cleveland) buy about 

two-thirds of their grocery products in chain stores, but the percentage varies 

sharply by product and brand. Shown here is a product-purchase record of the 500 

families in the Cleveland Consumer Panel, full-year figures on which have just 
been released by the Cleveland Press. 


to non-grocery outlets. 


= Panel families bought 2,710 
packages of detergents, 33.3% of 
them being Tide, 19.4% Vel, and’ 
18.3% Dreft. 

...Of a total of 8,211 cans of 
scouring powder, 18.5% were Ajax, 
18.3% Sunbright, and 17.6% Bab- 
oO. 

... Household and paint clean- 
ers ran to 1,742 packages, Spic 
& Span selling 59.5%, Oakite 
7.5% and Solventol 6.2%. The 
panel also purchased 2,498 pack- 
ages of water softeners, 49.1% of 
them being Climalene, 15% Softo 
and 7.6% Calgon. 

...Bleaches ran to 3,695 bot- 
tles, with Clorox getting 28.8%, 
Sib 12.4% and Roman Cleanser 
12%. 

... The panel families -bought 
8,490 packages of frozen vege- 
tables, giving 63.2% of their bus- 


iness to Birds Eye, 11.3% to Snow 
Crop and 5.4% to Cold Seal. Fro- 
zen fruits added up to 2,610 pack- 
ages, of which Snow Crop ac- 
counted for 31.9%, Birds Eye for 
28.4%, and Booth for 8.5%. 


ws The data developed by the panel 
comes from 500 carefully selected 
families in all parts of Cuyahoga 
County (Cleveland) and 100 sim- 
ilar families for possible replace- 
ments. These families keep a daily 
record of purchases of 26 grocery 
commodities and 25 apparel items 
(which were not reported on in 
the volume), and mail in these 
reports at the end of each month. 

The panel is conducted by 
Cleveland College and paid for by 
the Cleveland Press. Members 
were selected on the basis of five 
major stratifying factors: geo- 
graphic location, type of home, 
family size, racial characteristics 


Signal strength, mail pull and 
BMB audience maps all show 
almost exactly the same cov- 
erage. They prove that WSIX 
51- 
county retail trading area. In 
WSIX's 60 BMB counties 
1,321,400* people spend 
$654,888,000 yearly in re- 
tail stores alone. No wonder 


gives you Nashville's 


sponsors get results year after 
year with WSIX. It’s a better 


buy for you, too. 


*Projected from Sales Management May ‘48 


CHRISTIAN 


and WSIX-FM 


National Representative: The Katz Agency, Inc. 


5000 WATTS * 980 KC * ABC 


* Write for convenient 
i tabulation of market data. 


®@ 71,000W © 97.5 MC 


and economic level. A multitude of 
other data on each family, in- 
cluding age, sex, education and 
occupation, home ownership and 
value, monthly rental, ownership 
of automobiles, radios and mechan- 
ical refrigerators, fuel used in 
cooking and heating, and whether 
the family is a telephone sub- 
scriber, was also collected. 

While no projections to provide 
figures on total Cuyahoga County 
purchases are suggested or even 
mentioned in the book, accurate 
selection of the sample should 
permit such projections to be made 
for the county with a minimum of 
error. 


Butterworth Charts New 
Evaluation Method 


Butterworth Publications, Holly- 
wood, Cal., has issued “Media 
Evaluation Chart,” which offers 
what is termed “the first scien- 
tific approach” to the analyzing of 
a trade publication according to six 
basic factors. These factors are 
described as: Magazine’s format 
and physical elements; the scope 


27 


and value of the market area 
served; circulation quality and 
coverage; editorial character; read- 
ership, and advertising character 
and presentation. 

Specimen copies of the four-page 
chart are available to account ex- 
ecutives and agency space buyers 
on request. Quantity prices to 
publishers, advertising agencies, 
schools, colleges, etc., are 35¢ for 
single copies; 25¢ each for lots of 
50 copies; and 20¢ each for lots of 
100 or more. 


IF YOU WANT. 
SELLING 
COPY 


® use an experienced e 


* MAIL ORDER $ 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 
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Wettstein Names Hickman 


Mel J. Hickman, formerly ac- 
count executive of West-Marquis, 
San Francisco, has been named 
northwest manager of Bob Wett- 
stein, publishers’ representative. 
Mr. Hickman will be in charge of 
the Washington-Oregon territory, 
making his headquarters in Port- 
land, Ore 


{jy Valuable Director 


American Boconize Plans 
Cooperative Campaign 


American Boconize Corp., New 
York, a new company which man- 
ufactures Boconize, a mothproof- 
er, will break an advertising cam- 
paign in cooperation with a New 
York City retail store during the 
third week in March. 

Boconize home solution will be 
available to consumers at the re- 
tail price of $2 a quart. Street & 
Finney, New York, is the agency. 


Labels on Victor's 
45 rpm. Records to 
Have Seven Colors 


CAMDEN, N. J.—The new RCA 
Victor 45 rpm. records, which will 
be released to the public about 
April 1, will come in cheerful 
rainbow colors to identify all 
categories of music. The records 
will be made of translucent plastic. 


dealer’s shop and simplify the op- 
eration of self-service systems. 
Each color classification will bear 
a standard price. 

It also was disclosed that 13 
manufacturers have contracted to 
produce RCA’s 45 rpm. phono- 
graph. The list includes Philco 
Corp., Emerson Radio & Phono- 
graph Corporation, Stromberg- 
Carlson Co., Crosley division of 
Avco Mfg. Corp., Motorola, Inc., 
Admiral Corp., Hoffman Radio 


Advertising Age, February 21, 1945 


Denver Used Car 
Auto Group Gets 
Head Start in Ads 


DreNveR—A combined displa 
and classified newspaper cam 
paign, designed to put cooperativ 
advertising power against the re 
portedly sagging used car marke’ 
and concurrently to consolidat 
neighborhood identification, ha 


Sgt YEA Dames and edcreme Demon. |D-F-S Promotes Tom Ward Seven colors will represent| Corporation of Los Angeles, Well-| been undertaken by 23 suburban 
qcenls it” of stration agts., USDA, State Tom S. Ward, space buyer with seven classifications of music in|Gardner & Co., Sentinel Corp., Denver auto dealers. 

pinectO™” [em sther ag leaders, Up. tos date, Dancer-Fitzgerald-Sample, New|the 6%” discs. They play up to|Teletone Radio Co., Fada Radio &| The campaign represents 100° 

G3 | a pe Ne poe eescronier, | York, for the past year and a half,| five and one-third minutes of mu-| Electric Co., and DeWald Radio| participation by the Auto Dealers 

| County Agents Ricsetery has been appointed assistant ac-|sic, equal to the longest playing| Mfg. Co. of Lakewood. The Lakewood area 

#39 MTICAGO 2, ILLINO count executive on the Oxydol| conventional 12” disc. ; is a two-mile auto dealers row ex- 

account. Ruby red will be used for class- | proplich Advances Two tending westward from Denver 


NON-METAL TYPESETTING 


SAVE 50% 


of your com- 
position cost 


1. Vari-Typer DSJ 
2. IBM Proportional 


ical music, midnight blue for 
semi-classical, jet black for pop- 
ular, lemon drop yellow for 
children’s, grass green for western 


Julian Farren, vice-president 
and account executive of L. W. 
Frohlich & Co., New York, spec- 
ialist in medical and _ scientific 


along W. Colfax. Two other major 
auto concentrations are on East 
Colfax Ave. and Broadway. 

The Auto Dealers of Lakewoo: 


Spacers music, sky blue for international : : campaign broke with a 700-line 
on surveys, questionnaires, parts ’ , *!} promotions, has been appointed | ~“ , - 
lists, price lists, directories, bulle- 3. Fototype and cerise for folk music. Labels inenanel manager. ae os F.| display piece in the Denver Post 
tins, service manvols, 4. Robotyped Letter will be the same colors. Porterfield, director of public re- | 0m Feb. 4 and a full page in Rocky 
ACCURATE COMPOSIT ! INC Service — The colored records are e€X-/| lations and account executive, has|Mountain News Feb. 12. Ful! 


ION SERVICE 


$425 DO rn St 


a HA 7.9634 


petted to speed up service in the 


been named vice-president. 


At the rate of nearly three calls a minute for 


pages in the News will be contin- 
ued, with classified space in the 
Post. Fletcher Trunk Advertising 
Agency is the agency. 

Lakewood auto dealers grouped 
to attack the sagging market with 
joint promotion activity a month 
ago. The activity was within the 
framework of the Denver Auto 
Dealers Association but beat the 
other two major Denver auto deal- 
ers’ areas to the punch. 

“Shop the Strip—2 Miles of 
Used Cars on West Colfax Avenue, 
Highway U. S. 40,” says the head 
over the signature of Auto Dealers 
of Lakewood. 

In the opening ads, only ad- 
dresses of the dealers are used and 
only one “leader” used car is pre- 
sented by each dealer. Signatures, 
price and headline for each dealer 
are uniform. Each dealer antes the 
same amount for the co-op cam- 
paign. There is no uniformity, 
however, in the cars presented. 


Offers Market Slide-Chart 


Nestler Research Co., Milwau- 
kee, has developed the Nestler 
Market Finder, which is a slide- 
chart analysis of market statistics. 
There are 20 columns of basic mar- 
ket statistics and 16 columns of 
percentage calculations on _ the 
slide—including population, in- 
come payments, farm population 
and income, bank deposits, retail 
sales, automobile registrations, em- 
ployment, etc. The slide-chart is 
available at a cost of $5 each. 


3 to Allied Advertising 


Allied Advertising Agency, 
Cleveland, has been appointed to 
handle the advertising of Ameri- 
can Sewing Machine Co., Atlas 
Mfg. & Sales Corp. and Big Dollar 
Store, all in Cleveland. 


Metropolitan 


EORIA 


| every one of the 147,360 working minutes in 1948 


Now 185,000 


—that’s the way Free Press women readers @ 1949 is slated to be a selling year. 


respond—one thousand one hundred and fifty- “Teiteaasiiedined™ inwe vedkihed, Ae 


o calls for every working day. You will agree ; ; ; 
two cam y ied 6 the manufacturing capital of America, 


that this is a good yardstick of potential adver- Detroit is a mighty market. The Free 


isi . hat works too. A down- : , 
tising response. And t Press covers it thoroughly with a news- 


town department store sold $25,000 worth of rugs : 

; paper that is thoroughly read. 
from one tabloid page in roto. Another two 
stores chalked up a sales total of $58,000 worth 


of dresses. Another moved out 657 


*S. M.'s Survey of B.P. 


blouses in one day from a quarter 100,000 to 250,000 Pop. Group 


page, 


And so on the list is legion. 


The Detroit Free Press 


JOURNAL STAR 
~ *t, 97,000 Mi 


Nat'l. Rep’s. WARD-GRIFFITH CO. 
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Advertising Box Score 


Here’s a comparison of Look with the weekly field, 1948 vs. 1947 


Look gain 162 | gain 15% | gain $3,618,297 | gain 44% 
Life loss 82 loss 2% gain $5,910,722 | gain 8% 

Newsweek | _ loss 82 loss 3% gain $142,344 | gain 2% 
‘Time loss 96 loss 3% vain $1,800,754 gain 8% 
Post loss 97 loss 2% gain $2,322,227 gain 4.% 
Colhier’s loss 388 | loss 15% | loss $1,111,573 loss 5% 


Look’s advertising lineage increase........... year 1948, 15% 
Look’s advertising lineage increase ... 2nd six months 1948, 2()% 


Look’s advertising lineage increase ...... 


The trend is to— 


Gardner Cowles, Editor 


* Source: Publishers’ Information Bureau 


Ath quarter 1948, 287 


PEOPLE 
PURPOSE 
POWER 
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Pendleton Buys Packard 
Larry Pendleton & Associates, 


Glendale, Cal., has purchased 
Packard & Packard Advertising, 


Los Angeles. Pendleton will con-| 


tinue to maintain the Glendale 
office but will move its head- 


quarters to the Packard office. | 
Jack Packard will remain with the | 


organization as an account exec- 
utive. 


MacLean Promoted 


Charles W. MacLean, assistant 
general sales manager of Domin- 
ion Burlington Mills Ltd., Mon- 
treal, Domil textiles, has been pro- 
moted to sales manager. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
mes, San Francisco 5, California 


New Court Action May Solve 
Basing Point Price Puzzle 


By STANLEY E. COHEN, Washington Editor 


| basing point system, and it is not 


impossible that the court itself 


WASHINGTON—Though the final | Will remove many of the uncer- 
answer on the basing point price | tainties which have prompted the 


system is still months away, there 
is no need to be jittery. 

The special Senate subcommittee 
headed by Sen. Edwin C. Johnson 
(D., Colo.) is convinced that leg- 
islation will be needed to insure 
validity of delivered prices in the 
light of recent Federal Trade Com- 
mission and Supreme Court ac- 
tions. 

But the Supreme Court is pre- 
paring to take another look at the 


overwhelming majority of busi- 
ness men to support anti-trust 
modifications clearly authorizing 
freight absorption in the absence 
of price conspiracy. 

Johnson’s committee wound up 
extensive public hearings de- 
termined to push ahead immed- 
iately for legislative action. But a 
sizable congressional bloc and 
some business spokesmen feel he 
should mark time. They say the 


| court action, possibly by June, may 
\elarify the situation—or it may 
lereate new uncertainties which 
| Johnson would want to cover in 
| his bill. 

During the delay, Johnson holds 
trump cards which make it vir- 
tually impossible for FTC to rock 
the boat. Two of the five FTC 
commissionerships are vacant, and 
a third becomes vacant in Sep- 
tember. It would take a political 
miracle for anyone to get one of 
these jobs unless Johnson, who is 
chairman of the interstate com- 
merce committee, were to approve. 


When it comes to salesmanship, 
tip your hat to the Air Force. Its 
presentation, “Progress in Air 
Power,” at Andrews Field Tuesday 
drummed home in unforgettable 
terms the time that elapses be- 
tween the date an improved air 
weapon is visualized and the date 


the multitude of developmental 


\\l My 
Yo>-in the morning (8-12 o.™) 


in the afternoon (12-6 p.m) 


4 \ 
“7745 \\* 


and im total rated periods 


*October-November Hooper Ratings. 


This business of leading the pack is getting to be a habit at WFBR 


And we’re leading not only on the Hoopers, either. We’re way out in front in 
audience interest—audience Joyalty, too! 


Witness: recently one of our M.C.’s mentioned that he had some studio tickets 
available. He mentioned it just once—and Uncle Sam’s harassed mailmen 
brought requests for 113,952 tickets. 


Add it up: all our firsts—audience loyalty—constant newspaper and car card 
advertising—a house organ, modern, handsome studios—and 100,000 people 
that see a broadcast in those studios every year—and your total has to be: 


ABC BASIC NETWORK ® 5000 WATTS 


IN BALTIMORE, 


MD. 


REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


Advertising Age, February 21, 194: 


land production bottlenecks a; 


_ broken. The technical problems |; | 
aircraft design were reduced :, 


understandable terms by use 
charts, pictures and models. 
Later, with 600-mile an ho. 
fighters and bombers roaring ove: 
head, Maj. Gen. Emmett (Ros) 


which bombed Japan—reminde | 
the President, Congress and Wash - 
ington press corps that not a sin- 
gle plane designed after Pearl Hay - 
bor was completed in time for 
service in World War II. 


Return of the buyer’s mark: t 
prompts more industries to rv- 
consider their benevolent attitude 
toward imports. When supplics 
were well short of demand, most 
industries went along in a spirit 
of charity with reciprocal trade 
programs which enabled other na- 
tions to get dollars for world 
trade. Watchmakers were the first 
to revolt. Opposition spread last 
week to the fishing industry, and 
even to petroleum, which until a 
few weeks ago was a scarce item. 
Increased domestic output of pe- 
troleum and unseasonably warn 
weather in the East resulted in sur- 
pluses. Some industry members 
and oil-state politicians are now 
agitating for government action 
to halt petroleum imports. 


The kids, bless ’em, are making 
their mark on the U. S. economy 
and Frank Wilson, nimble-minded 
information chief of the Census 
Bureau, reminds us it is only the 
beginning. Mr. Wilson points out 
that the 1947 Census of Manufac- 
tures, now being compiled, shows 
a 50% increase in employment in 
the toy field since 1939, with the 
output of games and toys up 249%, 
dolls 277%, children’s vehicles 
349%. With school enrollment 
destined to go from 24,500,000 to 
34,000,000 by 1958, sizable in- 
creases are inevitable for cloth- 
ing, ice cream, entertainment and 
the multitude of other wares which 
the kids need. 

aes 

The legal profession is groggy 
over the dispatch with which the 
U. S. Court of Appeals here dis- 
posed of the latest legal effort to 
stall an FCC proceeding. On Fri- 
day, Feb. 11, Charles C. Carlson 
protested alleged shortcomings in 
an FCC procedure reassigning a 
standard broadcast license which 
he has held in New Orleans. Ob- 
viously unimpressed, the court set 
something of a time record by 
throwing out his case at 3 p.m, 
Monday the 14th. 

seg 

P. J. Federico, who presided 
over Patent Office hearings on 2 
proposed rule prohibiting adver- 
tising by patent attorneys and 
agents, was one of 16 Commerce 
Department employes decorated b\ 
Commerce Secretary Charles Saw- 
yer last week for “exceptiona 
ability and superior performanc: 
over a period of many years.” M) 
Federico, examiner-in-chief fo 
the Patent Board of Appeals, fa- 
vors the ban on advertising, bu 
Mr. Sawyer is unwilling to okay i' 

a e868 

Legislative mills have started tv 
grind. “Voluntary” allocations pr¢ 
grams for steel and other scarc 
items have been voted a nine 
month extension. Reciprocal trad 
treaties, in pre-80th Congress for 
have cleared the House. Importa) 
supplemental appropriations har 
\also passed, restoring many of th 
/reclamation and conservation pro) 
‘ects scotched by the 80th Com 
gress. In approving the admin 
istration’s first big appropriation 
request, however, House committe 
members could not resist the temp- 
tation to take a swing at Census 
Bureau. Its request for $11,950,00( 
to finish the 1948 Census of Bus- 
iness was rounded out to $11,000,- 
| 000-—one of the few items altered 
in the bill. 


O’Donnell—who commanded B-2: ; 
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dvertising Age, February 21, 1949 


SALESMAN—Hardware dealers are dis- 
playing this new counter card designed 
by Dozier Graham Eastman, Los Angeles 
agency, for Merit Products, Inc., maker 
of Sand-O-Flex contour sanders. A hole 
in the face of the card accommodates 
the shaft of an actual sander, with speed 
lines behind the wheel giving the il- 
lusion that the product is in use. 


Rumors of Bendix 
Ad Budget Cuts 
Denied by Company 


SouTtH BeNp—Bendix Home Ap- 
pliance officials last week em- 
phatically denied rumors circu- 
lating in Chicago media circles 
that the company was about to 
make drastic reductions in its 1949 
advertising and promotion bud- 
gets. 

Stewart Roberts, director of ad- 
vertising and sales promotion for 
Bendix, told AA that “there is 
definitely no retrenchment pro- 
gram in the works. In fact,” he 
said, “while it’s difficult to see 
ten months ahead, I believe that 
the 1949 budget will be larger, if 
anything, than the budget for 
1948.” 

Asked about rumors to the ef- 
fect that a number of top-flight 
executives were leaving, another 
company official said: “It’s simply 
not true. One man in our pub- 
licity department is no longer with 
us, but there is certainly nothing 
remotely approaching an exodus.” 

In addition to the regular na- 
tional advertising, Mr. Roberts said 
that the company is now putting 
the finishing touches to “large 
newspaper advertising activity in 
about 150 markets promoting Ben- 
dix washers.” No additional de- 
tails regarding the drive will be 
made available, however, until all 
distributors and dealers have been 
given the facts. 

While the sales of electric ap- 
pliances, aside from radios and 
television sets, are down, and while 
competition is greater now than it 
was last year, newspaper adver- 
ising representatives in Chicago 
were generally optimistic over the 
uture of cooperative appliance ad- 
Vertising. This attitude seemed ap- 
parent despite declines in sales 
uring January, which might sug- 
est lower co-op budgets for items 
here an allowance is made for 
ich sale. 
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ue onty LABELS 


-F THEIR KIND MADE! 


Catch the consumer eye and HOLD /T with the 


quality 

bel that defies competition, FENT-ONAMEL colors 
sparkle permanently on smooth, hard stock 

Lettering is p. clean-cut Adhesive is 
powerful — these labels stick and stay stuck 


FENTON LABEL CO. 


pt. 10. 506 RACE ST. PHILA PA 


Three Name Shappe-Wilkes 


The following companies have 
appointed Shappe-Wilkes, New 
York, to handle their advertising: 
Minute Men Radio & Appliance 
Corp., New York; Fashioncraft 
Cloth Products, Brooklyn, and 
Belle Electronics Corp., New York. 


Joins ‘American Legion’ 


Michael A. Donohue, formerly 
with Michael A. Donohue & Co., 
publisher, has joined the Chicago 
sales staff of American Legion 
Magazine. 


To Beaumont, Heller 


Air Products, Inc., Emmaus, 
Pa., has placed its advertising 
with Beaumont, Heller & Sper- 
ling, Reading, Pa. Air Products 
manufactures oxygen generator 
equipment and parts. 


FC&B Promotes Buck 


Gordon F. Buck, for the past 
three years a research executive 
in the Chicago office of Foote, 
Cone & Belding, has been named 
assistant to Fairfax M. Cone, 
chairman of the board. 


Names Pacific National 


Garden Pal Tractor Co., Port- 
land, Ore., has appointed the Port- 
land office of Pacific National 
Advertising Agency to handle an 
expanded schedule which will 
cover a new tractor model and 
several attachments which have 
been added to the line. 


Hartsing Heads Caples 


Ralph N. Hartsing, executive 
vice-president of Caples Co., Chi- 
cago, has been elected president 
of the agency, succeeding the late 
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Ralph C. Caples. Mr. Hartsing is 
a co-founder of the agency. The 
agency, in addition to its Chicago 
office, has offices in New York, 
Omaha and Los Angeles. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® Corporation 
900 Kibby St. Lime, Ohio, U.S.A. 


“Tredemerts tog US Per OF 


Ten years later, he sallied north again on 
the Avenue, to become President of 
Wallace-Ferry-Hanly, Chicago, and a director 
of Hanly, Hicks & Montgomery, New York. 


According to Wallace, the aging noticeable 
in the before and after illustrations came 


WENTY-FIVE years ago, according to Tom 
Wallace (and you can keep your fingers 
crossed if you like) a young lad, looking 
somewhat like the one above, slipped 
unobtrusively into Chicago (March ’24) 

and opened a modest office for 
McCann-Erickson (then H. K. McCann Co.), 


Horatio Alger-like, he became ‘“‘V.P. in 
charge.”’ After V.P.ing for nine years, he 
walked north on Michigan Avenue to join 
hands with Jim Aubrey and Jack Moore (at 
which port he seems to have left a flattering 
and indelible impression—viz., the Wallace 
tail on the Aubrey, Moore and Wallace kite). 


naturally, and probably would have occurred in any business. (As yet, no ulcers.) 


“Not a single grey hair,” says Wallace, ‘‘was ever caused by electrotype, mat, stereo or 
nickeltype requirements.”” For wherever Wallace walked, he walked into the 


safe and alert hands of Partridge & Anderson. 
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Garfield & Guild 
to Split But Will 
Share Same Offices 


San FRANcIsco—An unusual ar- 
rangement between the officers of 
Garfield & Guild Advertising will 
be inaugurated March 1, as partner 
Walter Guild resigns his post to 
form a new agency. 

Mr. Guild will head an agency 
to be known as Guild, Bascom & 
Bonfigli, and Sidney Garfield will 
continue as head of Garfield & 
Guild. The novel touch is the fact 
that both agencies will share the 
same quarters and key personnel, 
and Mr. Guild and Mr. Garfield 
plan to consult each other on key 
accounts. 

Guild, Bascom & Bonfigli will 
specialize in package goods ac- 
counts, and lists as its clients Bear 
Creek Orchards, Gravem-Inglis 
Baking Co., Newell-Gutradt Co. 
(Strykers soap), and Alexander- 
Balart Co. (Alta coffee). 

Garfield & Guild continues to 


handle Chemicals, Inc. (Vano liq- 
uid starch), Kay Jewelry Stores, 
Rough Rider, Inc., and Smiths’ of 
Oakland. 

Both agencies will remain at the 
present address, 45 Second St. 

Principals in Mr. Guild’s agency 
include Dave Bascom, formerly 
copy chief and publicity director, 
and Dan Bonfigli, previously art 
director of Garfield & Guild. 


Lightolier Uses Magazines 
and Business Papers 


Lightolier, Inc., New York, manu- 
facturer of lamps and lighting 
fixtures, will launch a new cam- 
paign for the “Advance Pace- 
maker” series of lighting fixtures 
and Decoralites, the combination 
picture-light. 

Magazines on the schedule are 
Better Homes & Gardens, House 
& Garden, House Beautiful and 
Life. Business papers are American 
Builder, Architectural Forum, 
Electrical Contruction & Mainte- 
nance, Electrical South, Interiors, 
Lighting & Lamps and New Eng- 
land Electrical News. Al Paul Lef- 
ton Co., New York, is the agency. 


Teldisco Sponsors 
Johnny Olsen on WABD 
“Johnny Olsen’s Rumpus Room,” 
now heard on WABD, New York, 
and the DuMont television network 
at 10:30 a.m., EST, five days 
weekly, will be sponsored by 
Teldisco, New Jersey distributor 
for DuMont receivers, over WABD. 
Elliott Nonas Agency is the agency. 
Teldisco, formerly WABD’s 
largest daytime client, canceled its 
block of 41 quarter hours weekly 
in late January. 


Cousins Joins von Zehle 

S. John Cousins, former account 
executive at Wiley, Frazee & 
Davenport, New York, has joined 
William von Zehle & Co., New 
York, as account executive and 
member of the agency’s plan 
board. 


Waters Joins Newell-Emmett 

John P. Waters, former adver- 
tising manager of the lighting divi- 
sion of Sylvania Electric Products, 
New York, has joined Newell- 
Emmett Co., New York, as an ac- 
count executive on the Sylvania 
account. 


TO INFLUENCE BUYERS 


in the home goods 


industry, you must advertise in the publication 


that has 


influence with buyers... 


Counselling 8199 management executives and 


buyers in furniture and home furnishings stores 


that do 85.4% of the total industry volume 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 


ASSOCIATION 


666 LAKE SHORE DRIVE 


* CHICAGO 11 


Food Chains 
Jewel 


National Tea 
Safeway 


Group Total 
Mail Order 

Sears, Roebuck 
Spiegel 
Montgomery Ward 


Group Total 


Group Total 
Variety and Miscellaneous 
Angerman Co. 
Beck, A. S. Shoe 
Bond Stores 
Butler Bros. 
Consolidated Retail Stores 
Edison Bros 
Diana Stores Corp. 
Fishman, M. H. 
Grand Union Co. 


McLellan Stores 
Melville Shoe Corp. 
Mercantile Stores 
Miller-Wohl Co. 
Murphy, G. C. 

Neisner Bros. 

Newberry, J. J. 


Group Total 
Combined Total 
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. . -$212,491,185 
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.. -$657,138,611 


Advertising Age, February 21, 19 


JANUARY SALES OF CHAIN STORES 


——_—— January —_ ——_., To G 

1949 1948 or L as 
...8 12,696,246 $ 11,273,741 +1 6 
... 62,621,554 58,564,456 + 7 
... 20,754,956 21,696,090 — 3 
.-. 93,371,778 95,611,590 — 3 
.. -$189,344,534 $187,145,877 + 2 
. . .$189,213,105 $156,678,603 —1)1 
re 6,589,178 6,329,657 + «1 


66,688,902 74,115,612 


$237,123,872 


...$ 8,783,671 $ 3,518,621 61 
... 12,805,097 12,702,877 t 0.8 
...$ 16,538,768 $ 16,221,498 + 26 
...$ 555,972 $ 515,684 + 78 
.e. 2,368,053 2,367,713 ae 

:.. 6,089,348 5,282,841 411.3 
... 9,490,176 11,430,656 —1".0 
... 2,261,024 2,136,122 + 38 
tee 4,464,568 4,583,633 — 26 
at 983,169 873,579 4155 
er 446,386 410,697 + 57 
... 9,881,086 7,987,965 $15.8 
vee 12,189,512 12,303,362 ° — 13 
.» 5,202,360 3,792,795 437.1 
... 5,816,164 5,737,857 + 14 
... 8,770,365 3,807,065 = 18 
... 16,724,659 16,990,027 — 15 
... 10,800,401 10,046,462 + 75 
... 8,715,754 3,859,235 — 31 
vee 7,188,105 6,405,192 +12.) 
... 6,947,644 5,789,302 + 2.7 
... 8,264,388 3,147,463 + 3.3 
ve» 8,867,217 3,511,904 + 98 
... 7,483,500 7,485,600 — 06 
..» 1,881,730 1,522,347 +20.3 
... 8,490,804 7,993,684 4+ 62 
... 8,178,156 3,034,731 + 46 
wes 7,664,392 6,947,520 410.3 
... 49,130,699 47,983,127 + 24 
oa 968,209 842,461 414.9 
es 7,115,000 7,551,000 — 68 
..+ $8,595,334 40,230,952 — 41 
. . .$288,764,124 $234,570,976 + 128 


$675,062,223 
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DeMott Calls Better 
Forecasts Essential 


PHILADELPHIA—Joint action by 
the nation’s buyers and sellers to 
take some of the guesswork out of 
production forecasts was urged 
by Richard H. DeMott, vice-presi- 
dent in charge of sales, SKF In- 
dustries, before Philadelphia sales 
managers and purchasing agents at 
the Bellevue Stratford Hotel. 

He said this joint action would 
be one means for safeguarding the 
national economy. 

“Producing the right things at 
the right times and in the right 
quantities would be a positive ap- 
proach toward stabilizing and 
maintaining the national economy 
at a high level,” Mr. DeMott as- 
serted. 

He said this can be achieved if 
buyers make known their produc- 
tion requirements as soon as pos- 
sible and by determined efforts of 
salesmen to be of “real service.” 


The accumulation of slow-moving 
stocks as a result of poor forecast- 
ing not only creates a serious fi- 
nancial drain upon business, he 
said, but undermines buyer-selling 
relationships. 


Boler Resigns KIOA Post 


John W. Boler has resigned as 
president and general manager of 
Independent Broadcasting Co., 
owner and operator of Station 
KIOA, Des Moines, in protest over 
a proposed merger of KIOA and 
KCBC, Des Moines. Mr. Boler 
owns the Jamestown Broadcasting 
Co., operator of KSJB, Jamestown, 
N. D. Harold Baker has been 
named to succeed Mr. Boler as 
general manager of KIOA. 


Maps Saran Campaign 

National Plastic Products Co., 
Odenton, Md., will start a spring 
campaign for Saran automobile 
seat covers in Fortune, Life, The 
Saturday Evening Post ‘and Time. 
MacManus, John & Adams, Balti- 
more, is the agency. 


600 WEST VAN 
CHICAGO 7, 


A major cause of defective plates found in high 
speed color rotary printing is “‘dry”’ proofing. We are 
not guilty of this practice because we adhere to every 
specification required by publishers. 
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Dry Proofing 


Process Plate 
Specialists 


BUREN STREET 
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Recently, a group of photo- 


engraving executives paid us a friendly visit. When 


invited to inspect our plant, one visitor 
exclaimed, ‘‘What! No secrets?”’ Our 


spokesman shook his head. And yet, on second thought, we 


do have secrets that explain our reputation 


for making fine engravings; but we could 


not tell them even if we wished. They are secrets 


of experience gained from working, year 


after year, with the finest copy 
produced by American artists. An artist's 
working equipment does not disclose 


the secret of his skill. One man’s palette, 
brushes, and colors may be about the same 


as another’s. The skill is not in the 
equipment but in the man: in his experience and 
standards. It's the same with engravers. 
Although some of our equipment, especially 

for controlling engraving variables, is unique, 
we have no mechanical secrets. Others could match 
our equipment. Few engravers in America can 
match our experience in the reproduction 


of art for national advertising. 
That’s our trade secret. 
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Hoover Report 
Asks Few Postal 
Rate Increases 


Silent on Parcel Post, 
Second, Third Class; 
Heller Suggests Changes 


WaASsHINGTON—The Hoover Com- 
mission’s report last week on the 
Post Office Department calls for 
substantial rate increases for post 
cards, money orders and other spe- 
cial services, but remains silent on 
the rate controversy over second 
class, third class and parcel post. 

Informing Congress about its 
year-long investigation of postal 
organization, the Hoover group 
said deficits have been created by 
circumstances mostly beyond the 
control of postal officials, and can 
be remedied only by “strong and 
courageous” actions. 

The commission said the depart- 
ment “lacks the freedom and flexi- 
bility essential to good business 
operation”; that rates have not kept 
pace with wages and other costs; 
that rate-making machinery is in- 
adequate; that the service is used 


to hide subsidies, and that political | 


appointment of postmasters pro- 
duces inefficiencies and militates 
against the incentives of promo- 
tion. 


@ Recommendations were con- 
fined largely to structural details, 
based on management engineering 
studies conducted by Robert Heller 
& Associates, Cleveland. 

Under them the Postmaster Gen- 
eral remains a politically-appoint- 
ed cabinet officer. Day to day 
management of the department 
rests with a Director of Posts, and 
all 42,000 postmasters are appoint- 
ed on merit basis. 

Budgetary and accounting proce- 
dures are revised to give the de- 
partment greater control over its 
own operations. 

Because the department must go 
to Congress for each of its needs— 
the Heller organization found that 
it was subject to 58 separate ap- 
propriations—and because its ac- 
counting and auditing is handled 
by the General Accounting Office, 
“The present system does not per- 


SALES 
MANAG 


You bet he does, when he knows how 
much sales influence teachers have. 


If teachers like your product, pupils 
are likely to learn about it. (25,000,- 
000 children in grade and high 
schools.) Pupils tell parents. Parents 
and teachers buy — and millions of 
pre-sold youngsters grow up to be 
your customers. 


Advertise your product to more teach- 
ers in State Teachers Magazines. Ask 
Georgia C. Rawson, manager, how lo- 
cal editorial content gets more reader- 
ship, too. 


43 magazines — 752,000 subscribers 


STATE TEACHERS 


- =MAGAZINES 


307 N. Michigan Avenue, Chicago 1, Ill. 


mit competent cost accounting 
fundamental to efficient manage- 
ment of a business,” the Hoover re- 
port said. “It is outrageously cum- 
bersome and results in a mass of 
unnecessary red tape.” 


ws The report recognizes that “cer- 
tain postal rates are fixed, not 
primarily to provide postal income, 
but as an element of public policy 
in the dissemination of information 
and in the provision of services not 
otherwise obtainable by the 


ee 
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people.” 

Including first class (and air 
mail), second, third and fourth 
class in these groups, it says other 
services performed by the depart- 
ment should be self-supporting so 
that the losses will not fall upon 
the general taxpayer. 

Among the groups which should 
be self-supporting, the commission 
listed registered mail, insured mail, 
money orders, postal notes, special 
delivery and _ collect-on-delivery 
mail. The report said the Post- 


master General should be charged 
with fixing rates for these services. 


ws The report suggested special ap- 
propriations to cover subsidies 
which the department absorbs in 
air mail and overseas mail con- 
tracts, but was silent on the pro- 
posal that the department receive 
compensation for handling more 
than $100,000,000 of government 
and congressional mail. 

The special services which the 
Hoover Commission proposes to 


Advertising Age, February 21, 1949 


make “self-sufficient” showed de- 
ficits of $13,000,000 in 1948. The 
department’s deficit was $310,000,- 
000 that year, but the Hoover Com- 
mission pointed out that the deficit 
of “loser” classes was actually 
$500,000,000, partially offset by a 
$190,000,000 “profit” on first class 
The Heller study, which accom- 
panied the Hoover report, also calls 
for immediate action to revise 
rates, but acknowledges that the 
department’s cost ascertainment 
method is still not accepted by 
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See Continuing Study of Farm Publications No 4. Gives 

readership figures page by page through the September 
*K 20 issue. Representative will be glad to call with a copy. | 
Send request on firm letterhead now. 


Write for your free copy of “InFARMation Please”, a com- 
plete farm survey of information sources of lowa farmers, 
This study was planned and executed to the last detail by 
the Statistical Laboratory of lowa State College. 
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many mail users. 


s “This is in spite of the fact that 
the cost ascertainment system has 
been in operation over 20 years; 
has been revised and improved 
many times, and has received the 
approval of several well qualified 
independent examiners,” Heller’s 
experts write. 

Heller proposes that the depart- 
ment organize an advisory com- 
mittee of mail users to assist in 
improving the service. The study 


also suggested that there should be 
more careful market research in- 
to the kinds of service most needed 
with a view to determining wheth- 
er the public is being “over-ser- 
viced” by too many deliveries 
daily or by unnecessarily lengthy 
hours of window service. 

The Hoover report gave no in- 
dication of the amount of potential 
saving from its recommended 
changes in postal operation. Heller 
had suggested that $90,000,000 
could be saved by better structural 


arrangements and another $60,000,- 
000 through new equipment and 
operating methods. 


Hile-Damroth Offers 
Three TV Programs 


Hile-Damroth, Inc., New York, 
which has built TV commercials 
around its black magic board for 
such clients as Life, RCA Victor 
and General Foods, is entering the 
package show field. 

Among the programs available 
are: “Munro Leaf Clubhouse” 


with the author of “Ferdinand the 
Bull”; “Say Can You See,” star- 
ring radio’s Jay Jackson (Mr. D. 
A.), and “Tell Me Another,” fea- 
turing New York Herald Tribune’s 
sports editor, Bob Cooke. 


Powers Joins Fellman 


Elizabeth Powers, formerly on 
the advertising and sales promo- 
tion staffs of Allied Stores Corp., 
Sears, Roebuck & Co. and De 
Pinna, Inc., has joined Leonard 
F. Fellman & Associates, Philadel- 
phia, as an account executive. 


*f 
4 


4 
of 


od 


"*he 


p? 


»°* @ 
'. 


@ 
Z Pade = 8 


m 
FandersbiP pase 


aan A ee ey Se ON ae ee a oy, A eh ge il heh, os . 
REP Ry ae Ve an ae oe ys SENT od RS yaad aa Oe ee oe! hank Fo Sy By Stems 
ae idl ns te Gal ee ies ane ae 


Average Men's 
Readership 
- (10 best-read editorial items ) 


63% 


A Wi , 
“ren 62 % 
(1 best-read editorial items) 


Far 
Depe 
f 


11.2 


32/52% 


Papers| and Far 
ded on Most by Farm Op 


of Eleven Subjects 


Magazines 
rators 
Information on an Average 


GN V/ALLACES’ FARMER 


and lowa Homestead 


WGK Magazine A 


=| Magazine B 


College surve = 
W llaces’ Farm and lo 
‘ti ac 


rn h 
a build sales an 
¢ farm market. 


ae 
aye 


35 is 


B-B Ball Pens Get >» 
$250,000 Ad Budget a 


HoLLywoop—B-B Pen Co. here 
will spend more than $250,000 in 
1949 to promote its “world’s larg- 
est selling pen.” 

Currently, the company has ex- 
tended to March an “anniversary . 
offer,” promoted in 150 newspapers, oe 
in newspaper magazines and Life. 
The offer was originally scheduled 
to run through Feb. 15. 

B-B Pen Co., which sold about 
12,000,000 ball pens last year, has 
already sold between 5,000,000 and 
6,000,000 this year as the result of 
the special sale. Newspaper ads 
will be used for the special offer 
only. The newspaper magazines 
and Life will carry color pages for 
the remainder of 1949. B-B is ex- 
perimenting with television, using 
a temporary intensive spot cam- 
paign in New York. Foote, Cone & 
Belding handles the account. 

On March 15, promotion will be- 
gin on a $25,000 display contest for 
retail stores. B-B makes extensive 
use of pennants, streamers and 
other display material in its mer- 
chandising program, and these will 
be made available to retailers 
taking part in the contest. B-B 
last year gave away $5,000 in 
prizes to retailers in a similar 
contest. 

In announcing its ’49 ad plans 
B-B said that recent surveys in- 
dicate that in ’48 for the first time, 
ball pens outsold conventional ry 
pens. B-B executives are confi- 
dent that their competitive posi- 
tion is better than ever and con- 
stantly improving. 


Appoints Ramsdell Editor . 1 

Clifford H. Ramsdell, former gs 
associate editor of Railway Pro- 
gress, Washington, D. C., has been 
appointed editor of the monthly oF 
magazine of the Federation for ae 
Railway Progress, succeeding Ross i 
S. Marshall, who has been named 
advisory editor of the publication. 
Mr. Marshall is senior vice-presi- 
dent of the Chesapeake & Ohio 
Railway Co. 


Names Boyce & Hodges 


Boyce & Hodges Advertising, 
Cleveland, has been appointed to 
handle the national advertising 
and sales promotion of Howard 
Washing Machine, apartment-type 
washer, for Cleveland Home 
Equipment Corp., Cleveland. Mag- 
azines, trade publications and 
newspapers will be used. 


' Yes, you can even get your ad on | 

the cash register when it’s printed 
| on Mystik, the famous patented 
| printing material with the self-ad- 
, hesive back. MysTIk is easy to put 
| up because it’s self-stik! Mystik 
/ can be printed or lithographed in 
| colors, die-cut to all sizes and shapes. 
' Your salesmen get Mystik ads up 
easily! 


Chicago Show Printing Co., 2639 N. Kildare, Chicago 39 
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February Advertising Pages and Linage in National Magazines 
a4 Pages——_———.. ares Lines —o : — 
: Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. | Ea 
1949 1948 1949 1948 1949 1948 1949 1948 = 1049 wal 
Ace Fiction Group ............ 5.0 6.0 10.3 11.7 1,094 1,317 2,271 2.600 = FEB. 4072, 557 FEB 117,8/3 Nat 
—e } a RR ee re 48.1 70.9 83.0 16,533 20,207 29,780 34,858 m... 
merican Forests .............. 10. 8.0 19.1 16.2 4,480 3,360 8,008 6,790 e 
American NA bavisen kdeaeds 68.5 58.3 97.2 96.6 36,986 36,864 61,454 61,073 van 602 7/8 vad 66, 570 an 
o American Legten IR yi 169 16.0 38.0 29.3 6,568 6,739 11,738 12,315 nal baa 
merican Mercury ............. s ‘ 5. 8.7 595 945 1,008 1,582 1946 
eth needs cree veenees 11.7 sooo — 5,006 2,507 —— —— | Fes. 4244, 63/ FEb 206, 383 Poul 
‘ Atlantic Monthly .............. 14.5 13.2 27.5 21.4 6,130 5,530 11,575 8,960 Es 
Better Homes & Gardens ....... 127.7 114.7 199.1 181.7 80,693 72,508 125,810 114,882 Ce 
Christian Herald .............. 46.1 49.4 76.9 74.4 19,758 21,173 32,986 31,902 Ww 
on cccs ay sibaien'e 1.4 4.7 11.8 9.8 5,083 3,181 8,058 6,664 *l 
SE SRS ty ocaabh + oeds ea 13.0 — 21.0 —. 2,366 —_— 3,822 — Rurs 
es crews 660 ut weeee 0 6 51.0 60.3 92.7 100.7 21,889 25,882 39,790 43,211 *Sou 
Dell Men’s Group .............. 23.6 24.2 37.0 36.3 10,130 10,365 15,868 15,563 | Sout 
TED vo cvcesccsccsccecs 44.4 58.0 75.9 105.2 18,652 24,360 32,942 44,184 | Wes' 
Eagle IED, sn iRéh'deaeedn v's 4.6 4.1 8.6 7.1 1,927 1,718 3,607 3,527 ba 
ta ca a> a's se cade eet 27.5 28.0 50. 45.5 18,700 19,040 34,000 30,940 e 
RTT Mla, 65,0 vache coces 9.8 7.5 15.6 12.4 4,217 3,238 6.684 5,343 Féa.1_| 17962 Jaa _| 429/,/92 en 49.023 oW: 
ee rer 30.4 48.0 90.7 137.3 20,454 $2,256 60,942 92,260 Fa 
EE he Doce» igs np etn oo 60 21.6 22.3 33.8 35.3 14,828 15,347 23,237 24,311 Te 
Fortane segnassssseseserseseess 89.8 118.4 167.6 204.2 56,722 74,813 105,860  °129,069 teams Lin | 
an 5 os a déy wae 34.5 33.4 53.9 51.4 15,230 14,720 23,769 22,643  ———e eae ae . — Sem 
“Harper's Magazine ............ 14.3 21.9 28.4 37.7 5,990 5,223 11,913 8,988 oot te Jene® eb. Jen--Feb. vob, Feb. Jen-Peb, Jan-Feb. por 
SE LET A ch bin ne se vedsees 46.6 40.1 86.0 73.4 31,692 27,233 58,451 49,898 As 
Howse Beaatifel peihadiebiuda te na 96.3 118.8 143.0 49,484 60,231 75,052 89,715 | Sports Afield .................. 56.5 51.1 91.9 91.5 24,224 21,902 39,411 39,238 Calif 
ouse ethane vitae i ; ‘ Y " 49,825 69,571 79,672 : 7 07 
en en nesses 143 143 on re 10 no 12683 15380 TE GID Bo ccc ccc cccnceccs 274.6 276.1 481.0 477.1 117,813 118,423 206,383 208,927 Coke 
SE ett asics og caedéey 26.6 30.0 38.4 40.6 18,169 20,548 26,219 27,820| Youth *Dak 
Macfadden Men’s Grp. ......... 18.1 18.7 27.8 28.3 7,769 8,024 11,919 12,158 | The American Girl............. 10.6 13.3 16.8 22.3 4,563 5,697 7,232 9,573 Fors 
Mechanix Illustrated ........... 87.2 78.8 164.3 144.7 19,522 17,641 36,783 SOR BUN DAG. 6 dc dg dn nis ccccoesccce 13.5 16.5 21.6 23.9 9,206 11,241 14,729 16,271 Hoa) 
EE cn... cw cc cccececs 65.4 72.4 235.7 276.5 37,926 42,544 138,082  162,533| Calling All Girls .............. 22.7 19.9 31.1 29.0 9,727 8,539 13,328 12,459 Idah 
National Geographic ........... 33.3 32.8 54.8 53.8 7,914 7,795 13,031 Ct RUE Fide, choc cuvccavsctbe 1.2 1.8 1.8 3.0 516 773 782 1,273 Indis 
Matlon's Business isa siaeaers a “3 56.0 14.9 13,578 17,712 24,022 32,904 | Open Road for Boys............ 11.1 10.5 11.1 18.2 4,750 4,486 4,750 1,174 Kame 
ature DD Wad etoseocetes 1. 5 3.4 4 603 960 1,627 1,952 5 : 
yen BO dilate as ai eis oe 3.018 1.984 Sess HH Wn WU Ou Sic os de ne dass 59.1 62.0 82.4 96.4 28,762 30,736 40,821 47,350 Mich 
Popular Mechanics ............. 171.6 160.9 321.0 326.1 38,438 36,035 71,898 73,044 Comics Magazines Miss 
: MD scareiesseocecs 147.0 158.1 285.6 292.9 32,928 34,286 63,983 65,604 | Famous Funnies ............... 5.0 4.0 10.0 6.0 1,935 1,548 3,870 2,322 Mont 
| i 2 23.1 30.9 49.4 61.0 9,906 13,255 21,224 26,172 | Fawcett Comics Grp............ 4.5 7.0 12.0 15.0 1,701 2,646 4,536 5,670 Nebr 
es us 6c ckh ee ovesees's 17.4 25.3 33.2 43.7 7,465 10,848 14,242 18,747 | ¢Harvey Comics ............... 5.5 2.0 5.5 2.0 2,079 756 2,079 756 New 
i <<cuededpisddesoe cesses 6.8 12.6 13.6 22.5 2,920 5,424 5,853 9,559 | Marvel Comics Grp.: Ho 
Science Illustrated ............. 27.0 23.7 50.3 41.2 11,334 9,961 21,107 17,304 830 eee 20.7 8.0 37.5 14.0 7,803 3,024 14,133 5,292 Ohio 
tlt tiv ners tence neces 12.2 13.5 19.6 25.0 5,244 5,801 8,419 (2. ~ ) > Rae 8.7 — 14.7 —- 3,267 — 5,535 oman Ores 
OEE Naa vies pate va 55.1 67.9 101.9 115.9 23,122 28,534 42,809 LR a a 6.0 — 10.8 — 2,268 — 4,062 — Oreg 
Thrilling Fiction Grp. .......... 14.9 17.0 33.6 34.0 3,326 3,818 7,512 > gee ~ "SSSR pSSSesSSEaes 6.0 —— 12.0 — 2,268 — 4,536 — Bu 
—) 7 ee ree 63.2 85.3 111.2 154.0 42,464 57,295 74,713 103,474 National Comics Grp.: Penn 
eh sbGbads beewd ss0000%00 27.5 28.2 45.7 49.1 11,788 12,079 19,608 21,049 Gwen © MINOR)... cs cccccccce 10.0 9.5 31.0 26.0 3.780 8,591 11,718 9,828 Utah 
. BEE Wie a00 che oe ansc'esnevese 6.1 41s — — 2,605 3,038 —- — —  & gi Oe aires 6.0 5.5 18.5 15.0 2,268 2,079 6,993 5,670 Wall 
; eo ne ks oad bnela 62.5 96.3 213.1 273.7 36,750 56,624 125,303 160,935 I 4.0 4.0 12.5 11.0 1,512 1,512 4,725 4,158 To. 
SND WINE 5. nc ccccccvsece 1,786.8 1,979.1 3,428.1 3,760.6 827,594 934,015 1,601,043 1,784,546 | Polly Pigtails .................. 1.0 4.4 3.5 7.7 405 1,783 1,429 3,131 Wast 
‘Premium Group of Comics..... 1.4 1.9 3.2 5.0 525 713 1,220 1,889 West 
: Women oe OO eae 2.0 0.6 4.4 5.2 800 148 1,761 2,090 = 
Thrilling Comics Grp........... 4.0 4.0 8.0 12.0 1,512 1,512 3,024 6,048 ont 
Charm... fagtnanrenseesvacess 108.5 196.0 147.4 2657.3 44,401 84,084 63,240 110,396 ee ener tres se es ne HY rit het a4 TT 1641 
Modern Romances............ 12.8 35.8 30.7 53.6 5,491 15,350 13,175 22,065 | Total Group ................. 56.9 45.5 117.9 97.0 21,656 17,362 44,886 38,667 
Modern Screen............... 6.9 33.2 27.7 54.4 2,974 14,250 11,907 23,350 e 
Screen Stories............... 4.7 37.9 23.8 56.9 2,013 16,271 10,207 24,440| . Weeklies—January 
Family Circle: ‘American eer er rere. 54.7 56.8 54,651 56,794 
ee ee 26.4 23.8 45.7 39.3 11,330 10,207 19,594 16,840 | Business Week ...............- 279.9 291.8 117,550 122,570 
EDs ccineseccesccces 41.6 38.8 72.4 66.5 17,859 16,660 31,078 28,579 | *Christian Advocate ............ 16.9 20.6 6,979 8,670 la 
Faweett Screen Unit............ 6.4 6.3 13.9 13.0 2,758 2,717 5,859 5,691 | Collier’s .........seeeeeeeveeees 94.0 147.8 63,934 100,425 
Fawcett Women's Grp: ‘Cue TERELEPTERELELeTE Leer 77.5 84.0 33,227 36,041 
} Motion Picture .............. 40.0 42.2 59.5 64.6 17,152 18,101 25,524 27,722 | Forbes .........ccccceeeeeceees 41.9 31.5 17,937 13,525 
ED anche vo éeve + 400ee 39.8 40.2 59.2 62.9 17,090 17,245 25,416 26,081 | "Grit ..... ccc ceeeseeeecccenees 30.3 23.1 31,819 24,238 / 
True Confessions ............ 59.2 49,3 81.2 74.3 25,405 21,168 34,842 91,081 | BARerty 2... es ececcccvcecccscces 10.4 19.7 4,463 8,455 
Se RT 94.7 88.7 154.6 141.2 40,634 38,072 67,764 60,5601 | Life .........cececeeeeeccenes 217.8 233.3 148,106 = 158,646 
Good Housekeeping ............ 125.6 ° 118.8 191.7 192.3 53,879 50,953 82,258 82,646 | Look ...........seeesecereeeees 47.2 49.4 $2,113 33,577 
Harper's Basaar ........,.....; 120.0 156.3 207.5 248.2 75,844 98,797 131,140 156,897| *Newsweek ............ se eeeees 180.3 = 185.7 75,741 77,988 
8 >*Hillman Movie Grp........... 26.1 30.6 42.4 — 11,195 13,132 18,169 ——|'New York Times Magazine..... 106.7 91.8 90,696 78,094 Sa 
¢*Hillman Romance Grp........ 28.9 27.8 40.9 — 12,413 11,923 17,543 —— |New Yorker ..........0.ssseees 196.4 193.5 84,270 82,270 
Sa oe hes he% bs 0'e’ 24.1 23.4 36.6 35.5 16,897 16,388 25,697 27,654 | Parade ........660 rss seeeeee 31.7 17.8 26,981 15,170 P 
det Sd kd weve expe 6 46.8 44.6 74.9 69.1 20,092 19,125 32,146 29,642 | Pathfinder ...............00000: 32.0 29.2 13,720 12,536 re 
Ideal Movie Grp.: ‘Saturday Evening Post......... 269.3 277.9 183,108 188,957 
ins ened iuvs esis oe $2.2 29.8 53.4 52.5 13,813 12,778 22,912 22,519 | Saturday Review of Literature... 42.1 28.8 18,057 12,359 Pe 
Movie Stars Parade........... 31.8 29.4 53.1 52.0 13,659 12,622 22,704 22,33@| Scholastic ........-.-sseeeeeees 17.4 19.3 7,313 8,091 
Ideal Romance Grp.: Sporting News ..............+. 16.8 16.9 18,022 18,110 L 
*Intimate Romance .......... 38.4 — 53.7 — 16,491 — 23,034 ——|'This Week Magazine........... 45.8 40.7 38,914 34,580 OS 
Personal Romances .......... 49.5 36.1 69.1 55.1 21,247 15,494 29,646 eT” hes EE eee eee eee 248.9 239.1 104,518 100,422 indust 
Ladies’ Home Journal.......... 116.2 135.4 189.5 212.9 79,015 92,097 128,842 144,787|?U. S. News & World Report.... 77.3 94.5 32,475 39,674 , 
Macfadden Women's Grp.: Total Group ...............+- 2,135.3 2,193.2 1,204,594 1,231,192 in mat 
ST ICTS otc kes ass sve se 43.7 50.4 65.1 83.5 18,762 21,610 27,934 35,793 Auto § 
Radio & Television Mirror.... 36.4 35.6 + 50.8 54.9 15,610 15,289 21,767 23,547| Canadian th 
True Experiences ............ 36.9 42. 51.9 62.4 15,846 18,118 22,270 26,770 | Canadian Home Journal ....... 29.5 34.7 51.5 65.7 20,068 23,568 35,014 44,635 ne sa 
True Love & Romance........ 39.7 41.0 55.0 61.7 17,008 17,591 23,553 26,468 Canadian Homes & Gardens.... 26.6 32.5 51.8 60.8 17,906 21,837 34,871 40,862 tion p 
True Romance .............. 42.1 42.0 58.6 65.5 18,056 18,027 25,149 28,094/| Chatelaine ...........4....0055 31.1 35.8 51.3 57.6 21,120 24,365 34,837 $9,179 ons 
Mademoiselle ................-- 139.5 188.0 231.2 284.8 59,855 78,507 99,206  122,106| Maclean’s (2 issues)........... 39.7 54.7 72.7 90.4 27,006 37,210 49,445 61,459 mpa 
cece it iebavies 82.1 91.1 135.4 161.1 55,835 61,934 92,059  102,758| *Mayfair ..............0...000% . 41.5 47.4 ame — 27,916 31,853 eter ble-Sk 
‘ Parents’ (Nat'l) ............-- 58.4 70.2 94.1 110.3 25,053 30,104 40,354 47,317 | National Home Monthly ....... 19.1 17.3 30.9 29.5 13,046 11,779 21,087 20,088 erates 
: Parents’ (N. Y. Metro)......... 68.1 aa. Sih 192.1 29,231 33,487 47,666 52,792 | Revue Moderne, La............. 20.7 20.3 38.1 37.0 14,082 13,792 25,882 25,173 
4Screenland Unit .............. 19.6 22.1 34.4 39.7 8,414 9,491 14,784 17,054 | Revue Populaire, La............ 25.6 25.0 59.1 63.9 17,900 17,472 41,325 44,678 325 al 
sats wad cckiccaninwes 30.8 27.2 40.8 40.8 13,158 11,651 17.486 17,486 PET OK. Gen accu kavedanisyes 19.0 14.6 . ine 13,288 10,200 — —— in sev: 
an ee eee hed pane ea 68 99.2 98.4 139.2 145.1 67,450 66,932 94,658 98,708 sp gle page Jer eaae ae 92; 220.3 355.4 404.9 131,128 50,023 461 276,07 
Today's Woman ............... 32.7 29.7 491 423 14021 12,737 21,054 18,141 a — — © 7 a ° Spac 
cc devnsinecie es 64.3 73.1 96.6 106.6 27,564 31,355 41,425 45,732 aauaty Hnage 11 colc 
Vogue (2 issues).............-- 239.9 296.0 349.8 424.0 151,592 187,061 221,076 267,972 | *Canadian National Weekend Newspapers oe 
' Woman's Day (Nat’l).......... 51.1 46.6 88.7 80.7 21,921 19,998 38,056 84,639 | (Rotogravure Linage) edition 
NE oc va de naknahe ss 55.8 50.4 97.1 86.2 23,923 21,632 41,620 _* 2") °° “geet pee> aes 13.4 11.3 13,426 11,377 at the 
Woman’s Home Companion..... 72.7 78.0 122.7 119.5 49,487 53,020 83,468 Be es oe ey 14.7 19.9 14,696 19,971 least « 
: "684,788 1,907, ES 5 vais o's ers 6 hs GRRE 15.4 24.5 15,419 24,508 é 
EN, usc csantteestes 2,097.8 2,431.9 3,293.6 3,731.1 1,072,557 1,242,631 1,684,788 1,907,420 A abbbadehatiods s 4 yi poy paper 
Outdoor oe coon kt hed ae 75.4 86.2 73,875 84,812 merch; 
i Eee ey 46.8 50.0 88.5 84.0 20,083 21,460 87,972 40,340) . : . 7 : a. 
yy — oo | 6h.lClU CO Oe” ee) ee ee. 1 Pet Gee We re ee 1, | . ies wt 
Fur-Fish-Game ..........-...-: 21.9 25.8 44.2 52.6 9,412 11,069 18,992 22,574! * Not included in totals. *Larger page size 1949. » Group composed of Movieland and Screen Guide. One m 
Hunting & Fishing............. 22.6 24.3 35.2 40.0 9,705 10,412 15,130 17,133 © Group composed of Real Romances and Real Story. “ Group composed of Screenland and Silver Screen. 
Outdoor Life .......ccccscceees 53.5 47.4 86.6 79.8 22,962 20,342 37,143 34,223 | © January-February linage -published _bi-monthly. * December-February linage. * January-March linage. al 
Py Henge teeettessbeeyens 6 16.9 20.5 39.0 33.9 7,229 8,787 16,699 14,524 | ! Five issues 1949; four issues 1948. * Four issues 1949; five issues 1948. * Five issues both years. _——— 
*. 
0 . - . a - 
February Advertising Pages and Linage In Farm Publications 
ont 
Gosnent eee MAGAZINES MONTHLIES SEMI-MONTHLIES 
Total Advertising, In Pages Total Advertising, In Lines display exclud- 
Jan.- Jan.- Jan.- Jan.- ing Poultry, 
Feb. Feb. Feb. Feb. Feb. Feb. Feb. Feb. livestock & 
1949 1948 1949 1948 1949 1948 1949 1948 Classified 
FARM MAGAZINES 
Capper’s Farmer ...... 57.3 63.1 100.2 104.0 38,977 42,930 68,135 70,708 36,935 40,775 
Country Gentleman .... 111.1 109.7 195.7 180.4 75,526 74,594 133,035 122,680 71,659 70,258 
Farm Journal ....: *... 119.0 113.7 188.6 190.9 51,041 48,772 80,880 81,902 45,481 45,206 “SR Se eae ‘ 
P ressive Farmer: : 
Carolina:Va. edition .. 80.3 83.3 139.1 142.8 58,494 60,618 101,305 103,922 53,243 55,691 BI-WEEKLIES CANADIAN 
Ga.-Ala.-Fla. edition.. 81.1 79.5 140.5 134.7 59,035 57,855 102,279 98,038 53,996 53,225 i 
Ky.-Tenn.-W. Va. po P<: 5 
SECA ere 77.0 76.1 134.6 131.3 56,039 55,428 97,972 138,191 51,594 50,909] | 7 /29 049 er 4 por 6L9F9 
Miss.-La.-Ark. edition. 77.2 75.6 132.4 129.2 56,167 55,038 96,355 94,037 50,033 49,565 aa ss = pA 
Texas edition ....... 84.2 84.5 144.0 144.5 61,318 61,548 104,855 105,255 54,852 54,267 : 
*In All 5 editions.... 68.9 66.9 118.7 112.9 50,154 48,675 86,397 82,187 46,765  45,881| | 7; 125,922 dee. (56,8 4/ va C 379,7/7 
*Aver. 5 editions..... 80.0 79.8 1382 108.4 58,210 58,098 100,552 99,380 52,744 52.731] | a wan 
Southern Agriculturist.. 47.5 51.7 78.2 85.1 33,256 36,158 54,772 59,564 29,819 33,224] | 142,573 UAW. [zx 37F FER [ 672297 
Successful Farming .... 99.9 110.6 176.9 182.0 44,933 49,763 79,585 81,876 42,745 47,246 
Total Group ........ 834.6 847.8 1,430.2 1,424.9 534,786 542,704 919,173 956,173 490,357 500,366 
Current month 
MONTHLIES Pee’ i : Commercial 
Aaricuitarel Leaders’ Total Advertising, In Pages Total Advertising, In Lines display exclud- 
NS Ge reo hw's wee 27.5 21.5 55.3 48.1 5,390 4,221 10,829 9,436 5,390 4,221 7 ; Jan.- Jan.- ; y Jan.-  Jan.- ing Poultry, 
1American Fruit Grower 43.0 46.1 77.2 89.5 18,332 19,794 32.898 38,416 18,059 19,394 Feb. Feb. Feb. Feb. Feb. Feb. Feb. Feb. livestock & 
eek Seater 1949 1948 1949 1948 1949 1948 1949 1948 Classified 
Journal: 
Eastern edition ...... 61.9 64.5 126.0 123.0 26,568 27,690 654,054 52,795 12,467 14,164! Cattleman, The ........ 85.4 78.5 215.4 211.1 35,899 32,966 90,537 88,658 
Central edition ...... 54.6 55.4 105.5 107.3 23,429 23,771 45,254 46,063 12,157 13,296 | Cooperative Digest ..... 13.5 18.5 44.5 47.0 2,835 3,785 9,345 9,770 
Western edition ..... 44.1 44.8 89.5 90.6 18,934 19,233 388,405 38,880 10,416 11,780| Electricity on the Farm. 18.4 19.8 30.7 34.9 6,595 7,054 10,891 12,438 
*In All 8 editions... .. 38.5 41.2 79.8 82.4 16,501 17,678 34,208 35,348 10,017 11,236| Farm & Ranch......... 47.8 47.4 83.6 80.9 33,514 33,192 58,611 56,705 
Arkansas Farmer ..... 14.6 12.5 24.3 23.7 11,000 9,440 18,338 17,9384 10,238 8,023 |?Farmer-Stockman ..... 39.6 36.1 69.6 66.4 30,090 27,322 52,857 50,335 
Better Farming Methods 33.9 27.3 60.9 54.6 14,538 11,701 26,105 28,402 14,538 11,701 | Florida Grower ........ 22.8 22.1 39.4 42.9 15,496 15,011 26,758 29,151 
Better Fruit .......... 26.9 28.0 40.9 46.9 11,270 11,767 17,115 19,685 11,270 11,767| **Idaho Granger ....... 7.7 7.8 —_ —_— 8,379 8,414 —— osm 
Breeder's Gazette ..... 28.2 25.0 48.5 46.1 12,708 11,268 21,856 20,765 10,439 8,807 | Kentucky Farmer ...... 23.7 24.4 43.7 48.8 18,587 19,122 34,294 38,240 
California Citrograph .. 28.6 25.3 63.4 48.1 19,250 16,968 35,714 32,256 19,037 16,632| Michigan Farm News.. 1.8 1.9 3.8 3.9 4,158 4,501 8,778 9,191 
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1949 


jdvertising Age, February 21, 1949 


Current month 


Current month 0 
Commercial ve ; Commercial 
Total Advertising, In Pages Total Advertising, In Lines display exclud- Total Advertising, In Pages Total Advertising, In Lines display exclud- 
Jan.- Jan.- Jan.- an.- ing Poultry, Jan.- Jan.- Jan.- Jan.- ing Poultry, 
Feb. Feb. Feb. Feb. Feb. Feb. Feb. Feb. livestock & Feb. Feb. Feb. Feb. Feb. Feb. Feb. Feb. livestock & 
1949 1948 1949 1948 1949 1948 1949 1948 Classified 1949 1948 1949 1948 1949 1948 1949 1948 Classified 
jon’s Agriculture . 7.3 8.3 —- — 3,265 3,773 — — 3,265 3,773 | **Herdsman Edition 111.6 120.0 87,488 94,080 20,515 23,209 
sah tis Stock : Wisconsin Agriculturist 44.9 43.3 35,193 33,928 32.286 31,432 
Producer me ee eer 11.3 10.9 20.2 22.8 8,203 8,001 14,697 16,651 7,566 TAT7 Total Group ........ 902.5 879.3 699.009 680,192 603.607 590,870 
New Jersey Farm 
and Garden ......... 49.1 42.7 97.5 85.0 22,118 19,224 43,921 38,280 16,343 16,483 Bi-Weeklies—January 
Ohio Farm Bureau News 12.3 16.5 24.8 $1.3 5,519 7,821 11,144 14,002 5,119 6,973 | California Farmer: 
Pacific Poultryman 40.7 40.7 80.5 79.0 17,468 17,466 34,556 33,880 9,336 7,085 Northern Edition 55.0 60.1 41,620 45,457 34,805 36,346 
Poultry Tribune: Southern Edition .... 53.7 54.5 40,620 41,229 33,777 $2,047 
Eastern Edition ..... 72.9 67.2 141.4 134.4 31,257 28,850 60,623 57,700 16,812 14,251| Dairyman’s League News 6.2 9.7 ‘ 4,510 7,091 3,738 6,173 
Central Edition ...... 64.1 67.2 121.3 122.7 27,496 28,813 52,029 52,626 16,026 13,268| ‘Prairie Farmer ..... 58.1 67.0 42,299 48,796 34,084 37,424 
Western Edition ..... 54.3 49.2 106.0 98.4 23,293 21,086 45,480 42,172 14,032 12,431 Total Group ....... 173.0 191.3 129,049 142,573 106.404 111,990 
*In All 3 Editions.... 47.9 43.5 94.0 87.0 20,535 18,673 40,326 37,346 ot vo Weekit j 
ral Gravure ......... 5.6 3.6 10.0 6.1 5,635 3,619 10,059 6,083 ,635 ,619 eeklies—January 
rn Ba Farmer ..... 11.7 13.7 21.0 24.9 12,837 11,000 23,130 20,009 11,067 9,900 woe Weekly ..... 10.1 10.1 22,658 22,541 14,510 15,439 
Southern Planter ...... 38.1 41.5 69.0 75.3 26,688 29,040 48,293 52,669 24,190 26,171 eekly Kansas = r. 
Western Dairy Journal. 40.8 41.1 76.0 80.3 17,136 17,293 31,951 33,788 10,759 9,642 City Star ..........- 22.4 17.9 55,183 44.099 42,073 30,334 
Western Livestock Total Group ........ 32.5 28.0 77,841 66,640 56,583 45,773 
DE wittsnachenee 127.6 126.6 241.2 221.1 53,616 53,200 101,342 92,900 17,461 17,073 
«*Wyoming Stockman Soiee—er 
sotuaiiee —= ens aa icago 
WEE ce ceeceacctes 9.1 6.7 8,190 6,006 5,740 5,320 ol, 29.3 24.6 62,380 52,271 37,477 29,939 
Total Group ....... 1,144.8 1,120. 3,221.1 2,195.1 559,859 543,719 1,069,864 1,054,830 394,966 380,160 Kansas City Daily 
Drovers Telegram ... 31.2 $1.5 66,476 67,090 46,737 41,516 
Semi-Monthly—January Omaha Daily Journal 
American BORGRTAOM 2ccccsecess 42.1 40.3 89,678 85,661 62,660 60,710 
Agriculturist ........ $1.0 32.1 22,604 23,386 19,374  20,426| St. Louis Daily Live 
California Grange News 23.8 21.6 25,865 23,436 25,550 23,044 Stock Reporter ...... 25.5 12.4 54.254 26,356 41,019 17,382 
Colorado Rancher & os oe oie dm 14.372 15.418] Tota! Group .....--. 128.1 108.8 272,788 231,378 187,893 149,547 
~~ agg TT . 3 1 , 1 ‘ *Not included in totals. *January linage. ‘Smaller page size 1949. *Larger page size 1949. *Herdsman 
Debts Vormer ...... =<. =. ane roy gre Pye edition only. This edition also carries all linage carried in Western Farm Life. *Two issues 1949; three 
Farmer, TRO «2-+-++ , 4 ¥ F 34, 023 | issues 1948. *Five issues both years. 
Hoard’s Dairyman 46.6 47.3 pe yoo wae 28,506 30,301 
Idaho Farmer ........ 38.2 383.2 28,9 25,088 26,064 22,693 
Indiana Farmer's Guide 26.2 28.3 20,562 22,195 15,190 16,643 CANADIAN 
Kansas Farmer ...... 31.4 35.5 23,860 26,966 20,233 22,605 | *Canadian Country- 
Michigan Farmer 42.4 41.2 $2,521 31,629 28,521 28,275 ST Sddcannnadevees 28.1 39.0 —- — 19,685 27,325 -_—- oa 14,514 12,656 
‘Missouri Farmer ...... 5.5 7.3 4,175 5,577 3,675 5,241 | Country Guide ........ 40.0 38.7 69.4 61.9 28,827 27,853 50,012 44,551 28,827 27,853 
Missouri Ruralist ...... 26.1 28.9 19,864 21,994 15,916 17,931| *Family Herald & 
Montana Farmer ...... 45.9 36.8 34,699 27,807 27,976 22,182 Weekly Star: 
Nebraska Farmer 59.8 58.6 45,158 44,324 35,150 35,623 Eastern Edition 67.2 56.5 — — 67,229 56,453 — —— 465,789 36,267 
New England Western Edition 60.6 51.4 — —— 60,637 51,445 -— — 46,801 37,456 
Homestead .......... 31.5 38.3 22,071 26,802 16,063 19,744| Farm & Ranch 
Ohio Farmer .......... 43.2 42.9 33,162 32,910 29,472 29,962 Brahe sa Be a ax sewn 20.6 19.5 36.5 32.1 14,830 14,031 26,309 23,081 13,920 13,114 
senbns 36.6 32.2 27,632 24,328 24,789 21,933 | *Farmer’s voca 
— a & Home Magazine .. 33.7 27.0 -— —- 23,572 18,947 — — 17,906 14,007 
in iE a 13.9 12.4 15,020 13,426 15,022 13,426 yaa magenes —e | 36.2 48.1 52.1 18,332 25,345 23,643 36,799 16,242 23,056 
Pennsylvania Farmer.. 59.1 57.4 45,241 44,054 42,536  41,332| *Free Press Prairie - 
Utah Farmer ........ 33.0 37.0 27,699 27,979 24,744 25,949 “ie EY ae - apy ae. wry v.01 —_  —— 55,220 48,875 
Wallaces’ Farmer & estern Producer .... 38.4 50.1. 41,075 53,635 3 —— —— 23,392 25,998 
Iowa Homestead 62.4 56.4 48,936 44,249 41,305 38,321 Total Group ........ 86.8 94.4 154.0 146.1 61,989 67,229 99,964 104,431 58,989 64,023 
Washington Farmer 36.2 33.1 27,371 25,027 24,528  22,567| ‘*January linage. Not included in totals. 
Western Farm Life 33.1 32.0 25,925 25,122 23,209 22,210 1Four issues 1949; five issues 1948. 


Western Auto 
Gladly Follows 
‘48 Sales Plan 


Same Ad Schedules, 
Pre-Selling of Store 
Personnel to Continue 


Los ANGELES—Having reversed 
industry trends by increasing sales 
in many of its major lines, Western 
Auto Supply Co. this year will use 
the same advertising and promo- 
tion pattern it used in °48. The 
company, western division of Gam- 
ble-Skogmo, Inc., Minneapolis, op- 
erates 175 owned stores and has 
325 authorized franchise dealers 
in seven western states. 

Space schedule for 1949 includes 
11 color pages in the Pacific Coast 
edition of The American Weekly, 
at the rate of one a month, and at 
least one black-and-white news- 
paper ad a month on the same 
merchandise in each of the 500 cit- 
ies where its stores are located. 
One major line will be featured in 


each American Weekly ad, with 
local newspaper advertising tying 
in. 


ws Reviewing the program, Harold 
McCreight, sales director, stressed 
the principle that all advertising 
must achieve a two-fold objec- 
tive—more immediate sales today 
(“each ad must pay its own way”) 
and establishment of the company’s 
private brands against the ecompe- 
tition of national brands. 

An outstanding characteristic of 
the advertising is use of solid 
blocks of “reason-why” copy. The 
majority also has a special offer as 
a hook for purchase of the featured 
product or a special on some high 
traffic item. Monthly American 
Weekly ads act. as spearheads for 
specific promotions. 


ws Much of the success of individ- 
ual promotions is attributed to the 
intensive pre-selling of store per- 
sonnel. Each ad is preceded by a 
series of home office bulletins cov- 
ering all phases of store merchan- 
dising and promotion. 

The personnel department sends 
store managers instructions for 
holding store meetings to give 
sales persons complete information 
about the featured product. The 
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Photo Blow-ups in action! That's what 
you'll find in this sparkling book. 
Packed with profitable ideas, it's 
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advertising department sends cop- 
ies of the monthly ad as a guide 
for newspaper advertising, which 
is adjusted to local conditions. Sug- 
gestions are given as to how the 
product should be merchandised. 
The display department makes up 
window and interior displays and 
gives full instructions for setting 
them up. 

Editorial-type mailings go to 
consumers. In each, the company’s 
complete line is covered with the 
current feature product headlined. 
The piece is sent to all boxholders 
in a store’s area, or distributed 
door-to-door where such service is 
available. 

Products are furnished with tags 
giving a thorough description of 
the item. Whenever possible, pop- 
outs are used to highlight selling 
talk about various features. Ex- 
tensive use is made of cellophane 
coverings which are decorated to 
point up product strong points. 


s Results of this intensive mer- 
chandising furnish impressive evi- 
dence why it will be followed 
again in 1949. Although industry 
tire sales were off 20%, Western 
Auto sales have increased 41%. 
Bicycles were moving sluggishly 
until they were featured, then sales 
went up 57% compared with 1947. 
Seat cover sales were increased 
almost 50%. Outboard motor sales 
zoomed to show a 91% sales in- 
crease. 

Western stores carry leading na- 
tional brands, but understandably 
Western wants to sell its own. Its 
brands include Western Giant tires, 
Coronado radios and refrigerators, 
Hollywood and Catalina seat cov- 
ers, Varcon batteries, Hiawatha 
bicycles, outboard motors, and 
Doodle Bug power scooters. 

All the brand names except 
Western Giant are also used by 
the parent company, Gamble- 
Skogmo. Western stores cover the 
seven most western states and the 
Hawaiian Islands; Gamble-Skogmo 
territory begins in Colorado, Mon- 
tana, New Mexico, and Wyoming, 
and extends into the Middle West 
and Canada. 

Although operated as an inde- 
pendent organization, Western’s 
advertising and merchandising is 
coordinated with the home office. 
An over-all plan is set up by Gam- 
ble-Skogmo, with individual divi- 
sions adjusting to area conditions. 

Even within Western’s area, cli- 
| matic conditions and type of trade 


| varies. Thus all stores will follow 


the same merchandising pattern, 
but timing varies according to lo- 
cal conditions. 

Batten, Barton, Durstine & Os- 
born is agency for Western Auto 
and for Gamble-Skogmo. 


>. 
Kroger Sales Gain 942% 

Sales of the Kroger Co., Cin- 
cinnati, totaled $825,688,323 in 
1948, a gain of 944% or $71,386,238 
over 1947, the annual report shows. 
Net income after reserves and 
taxes amounted to $9,311,120. Kro- 
ger opened 147 new or relocated 
stores last year, but at year’s end 
operated 2,349 stores, 167 fewer 
than in 1947. 


To Sponsor ‘Lucky Pup’ 


Bristol-Myers Co., New York, 
will sponsor “Lucky Pup,” Colum- 
bia puppet show, daily over 
WCBS-TV, New York, starting 
March 29. Ipana is the product to 
be advertised. Doherty, Clifford & 
Shenfield, New York, is the agency. 
Coverage may be extended to other 
stations on the network later. 


Portland Pressmen Parley 


Web pressmen on the Oregon 
Journal and Oregonian, Portland, 
Ore., walked off the job Friday 
morning, Feb. 11, over a contract 
dispute, forcing the two dailies 
to suspend publication. They re- 
turned to work the following Mon- 
day, however, after voting to ac- 
cept arbitration of their demands 
for higher wages, shorter working 
shifts and pensions. 


Signs for Garden Program 

California Spray Chemical Co., 
San Francisco, has signed a 26- 
week contract with eight Cali- 
fornia stations of the Mutual-Don 
Lee network to sponsor the “Ortho 
Garden Guide.” The 15-minute 
program was placed through Cosby 
& Cooper, San Francisco. 


Ford-Rogers to Lowell 


Ford-Rogers, Inc., New York, 
maker of household specialities, 
has appointed Mortimer Lowell 
Co., New York, to handle its ad- 
vertising. 


(Advertisement) 


Getting Ahead in Business 


Henry F, McCarthy, left, and Ernest 


C. Nickerson, who have been named 


vice-president in charge of traffic and vice-president and assistant to the 
president of New York, New Haven and Hartford Railroad, respectively. Mr. 
McCarthy formerly was resident vice-president at Boston, and Mr. Nickerson 
was vice-president of traffic. Both Mr. McCarthy and Mr. Nickerson are 


readers of The Wall Street Journal. 
Vice-Presidents of American business 


They are representative of the 23,509 
and industry who follow the pages of 


the only national business daily. 
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Help Improve 
Copy, Midwest 
Dailies Urged 


MINNEAPOLIS—Newspaper ad- 
vertisers should “not try to fool 
the public by making them be- 
lieve an item is better than its 
price indicates,” and newspapers 
and advertisers should work to- 
gether to give consumers more 
complete and accurate information 
about advertised products. 

This warning was made by 
Arnold J. Sauer, National Tea Co. 
sales manager, Minneapolis, speak- 
ing before the 29th annual meet- 
ing of the Northwest Daily Press 
Association at Radisson Hotel here. 
He told 81 newspaper representa- 
tives from four Upper Midwest 
states that advertising is news 
about merchandise, so advertisers 
should be as much concerned about 
truth in advertising as they are 
about truth in news columns. 

He suggested that newspaper 
publishers should start a move- 
ment aimed at getting correct in- 
formation to consumers to help 
them buy more intelligently. He 
said in his experience the daily 
newspaper had no better medium 
in obtaining maximum results 
with food advertising. 


s F. W. Geerer, chain store divi- 
sion, Bureau of Advertising, 
ANPA, Chicago, said timing is 
the most important element in re- 
tail advertising and that adver- 
tising the right merchandise at the 
proper time would bring down the 
cost per sale, which is “now about 
double what it was in 1940.” 
Robert Gillespie, sales promo- 
tion and advertising manager of 
G. R. Herbergers, Inc., St. Cloud, 
Minn., noted that there is a “ter- 
rific waste of advertising” by re- 
tail stores which follow no well- 
planned schedule. He told the 
publishers they must show their 
advertisers how to spend their ad- 
vertising dollars more wisely. 
Mr. Gillespie declared that chain 
stores must use smarter adver- 
tising in 1949 to get more unit 
sales. Many stores, he said, give 
advertising undue credit, believing 
it a “magical formula.” He said 
that Herbergers actually reduced 
its advertising budget for 1949, 


e, 


aiming at a more efficient use of 
a $70,000 budget for seven stores 
based on a “timetable of retail 
opportunity.” 

He also urged newspapers to 
extend their circulation into the 
trading areas of their communities 
and capture the surrounding mar- 
kets more efficiently. 

Mr. Geerer and Dent Hassinger, 
western manager of the Bureau of 
Advertising, indicated that F. W. 
Woolworth Co. may soon become 
a daily newspaper advertiser. 


ws Mr. Hassinger said the bureau 
is now going after a large farm 
implement manufacturer to set up 
a cooperative factory-controlled 
newspaper campaign similar to 
those successfully used in the 
automobile industry. 

C. L. Norris, president of Mac- 
aroni Manufacturers Association 
and vice-president of the Cream- 
ette Co., Minneapolis, said adver- 
tised brands are the “balance 
wheel of industry.” He said 
Creamette has “tried just about 
every known medium in the busi- 


ness but finds that newspapers 
really do the best all-around job 
for us.” Creamette is now in 134 
newspapers in the Upper Midwest 
and 85 newspapers in other sec- 
tions of the country with a consist- 
ent schedule, and can show weekly 
production figures 350% over pre- 
war production. 

Bruce J. Nelson, Leader-Tele- 
gram, Eau Claire, Wis., was named 
president of the NDPA, succeed- 
ing Norman D. Black, Forum, 
Fargo, N. D., who was elected 
board chairman. Kenneth Way, 
Public Opinion, Watertown, S. D., 
was named vice-president; A. E. 
Teachout, LaCrosse Tribune, treas- 
urer; and Roy P. Palmer, Minne- 
apolis, executive secretary. 


Newspapers Carry Most 
Newspapers were the largest 
recipient of the oil heating adver- 
tising dollar at the dealer level 
during 1948, according to Fueloil 
& Oil Heat’s annual statistical 
study. Oil heating dealer expendi- 


tures per dealer in newspapers 
during 1948 was $328 as sie emenel 
to $294 in 1947. 


SS 


Button Ads Will 
Duplicate Cards 


in Retail Stores 


New Yorx—Le Chic Buttons 
division of B. Blumenthal & Co. 
has opened a 1949 magazine drive 
with copy designed to tie in with 
syndicate store sales of the com- 
pany’s buttons. 

Since most syndicate store sales 
are made from carded stock, the 
ads will feature a button card, 
with the pattern and the size num- 
bers of the buttons shown, so that 
the art work, in effect, duplicates 
the card seen by a customer as she 
looks at a syndicate store counter. 

Copy reads: “Ask for Le Chic 
as other smart women do... choose 
the buttons that cost so little and 
do so much for your clothes.” The 
schedule includes Modern Ro- 
mances, True Confessions, True 
Story and Woman’s Day. 

The company also has inaugu- 
rated a series of “mystery shopper” 
awards to be made during the first 
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six months of 1949. A team . 
shoppers will cover the count) , 
calling at syndicate store butt: , 
departments. Salesgirls who be | 
meet the requirements of Le Chic 
“success-selling clues” will recei, : 
$5 bills. 

Grey Advertising Agency has t! - 
account. 


Air King Names Katz 


Air King Products Co., Ne. 
York, has appointed Joseph Ka’, 
Co., New York, to handle Air Kir » 
television and radio sets and wie 
recorders. A new drive, featurir ¢ 
video receivers, is expected 0 
break soon. 


‘Parade’ Buys Roto Plant 
Triangle Publications, publish: r 
of the Philadelphia Inquirer, Sev- 
enteen and other publications, has 
sold its rotogravure plant in Phila- 
delphia to Parade Publication, Inc. 


Nopco Chemical to Lewin 

Nopco Chemical Co., Harrison, 
N. J., has named A. W. Lewin Co., 
Newark office, to handle its ad- 
vertising. 
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i # Feed Industry 


In May, 1949 FLOUR & FEED 
will be 50 years old in the im- 
portant service to the Feed In- 
dustry. The paper's devotion to 
the great commercial mixed 
feed industry, has been stead- 
fast and conscientious since it 
was established in 1899. 

* * * 

FLOUR & FEED is the official 
organ of the American Feed 
Manufacturers Association, 
which comprises 700 of the lead- 
ing concerns throughout the 
United States. It is also read 
by other manufacturers of Live- 
stock and Poultry Feeds, Proc- 
essors, Retail Feed Dealers, 
Small Mixers and others inter- 
ested in the Feed Industry. 

** * 
Advertising rates on application 


Hiowre feed 


$2 per year 
MILWAUKEE 2, WIS. 


as 
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There are some 19,500,000 

hands in BH&G families 

that get scratched in the 
garden; greasy, working on 
the car; scorched over the 
barbecue. What a market 
they give you for soaps, 
nail brushes, disinfectants, 
bandages, lotion, manicure 
sets, nail polish and creams! 
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Polaroid Camera 
Makes Big Test 
Splash in Florida 


CAMBRIDGE, Mass.—Polaroid 
‘orp. launched its second test cam- 
aign for the Polaroid Land Cam- 
‘ra in Florida markets from Palm 
teach to Key West, beginning 
‘eb. 9. The announcement pro- 
‘ram includes full-page newspaper 
ids, window displays, radio an- 
,ouncements, posters, sky signs 
ind public demonstrations in re- 
ort hotels. 

Polaroid led off with a 600- 
ine ad in the Miami Herald, and 
eading dealers, including Enfield’s 
Camera Shop and Miami Photo 
Supply, used local newspaper ads 
also. Burdine’s Department Store, 
Miami, also took a-full page. 

In addition to its newspaper ads, 
Burdine’s is using selective an- 
nouncements on four Miami sta- 
tions and has put in a full window 
display. Profiting from the ex- 
perience of Jordan Marsh Co., 
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FRESH—A series of full color posters, of which this is one, again makes use of the 


fresh egg theme for Durkee’s mayonnaise. 


They will appear throughout the western 


area served by Durkee’s Berkeley, Cal., division. Emil Reinhardt Advertising, 
Oakland, is the agency. 


Boston (first test area), where 
clerks were forced to stand on 
counter tops because of the crowds, 
Burdine clerks mounted the coun- 
ter tops from the start. 


a The Miami department store 
has set up a special department for 
the camera. Prior to the store’s 
opening on Feb. 9, a Polaroid 


executive briefed all employes of 
the store on the camera over the 
loud speaker system. Burdine’s 
Miami outdoor poster, the largest 
in Florida, has been repainted in 
the form of an invitation to “See 
the Polaroid Land camera... fin- 
ished pictures in a minute.” 
Florida vacationers, lolling on 
the beaches, are watching air- 


plane trailer signs giving them the 
story of the new camera, and it 
is a featured accessory in the fash- 
ion shows presented nightly in re- 
sort hotels. Batten, Barton, Dur- 
stine & Osborn, Boston, is the 
Polaroid agency. 


‘Newsweek’ Alters Cover: 
Circulation Tops 900,000 


Newsweek, New York, appeared 
Feb. 21 with a new cover designed 
by Dr. M. F. Agha, featuring color 
photos by Yousuf Karsh. At the 
same time the magazine announced 
that its world wide net paid cir- 
culation now exceeds 900,000. 
Newsweek’s guarantee to its ad- 
vertisers is 770,000. 

The magazine reports domestic 
sales are well beyond 800,000, 
which, together with its overseas 
editions, brings the over-all total 
to more than 900,000. 


Bocon Names Robert Branch 


Bocon Chemical Corp., New 
York, maker of a new moth re- 
pellant, has appointed Robert F. 
Branch, Inc., New York, to handle 
its advertising. 
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busy families 


are busy buvers 


OU don’t have to be told that the 
man with a hobby is apt to lavish 


profuse amounts of money on it. 


is poured into it! 


These are the folks that Better Homes & 
Gardens screens for you. It does it by 
appealing exclusively to the people whose 
big interest is better living in a better 
home. 100% service screens out the casual 


ested families who are looking constantly 
for a new idea for a terrace, a new recipe 


for salad, a new home heating plant, a 


new vacuum cleaner or a new rosebush. 


When the hobby’s his home and family, 


you can count on it — his whole income 
is that it’s not merely one man’s hobby 


but the whole family’s — and you sell to 


reader, screens in these intensely inter- 


The special charm about home as a hobby 


the whole family as a result. 


Want to find out more from our represen- 
tative about how busy BH&G families are 
picked out for you by editorial screening? 


*y 


Time Shortage Will 
Force Daytime Use 
of TV, Barry Says 


New York—‘“Advertisers’ scram- 
ble for television time franchises 
will result shortly in a _ sell-out 
for the stations in operation,” 
John J. Barry, vice-president for 
advertising, National Shawmut 
Bank of Boston, said last week. 
In an address before the Finan- 
cial Advertisers Association of 
New York, he predicted that day- 
time television will be an “im- 
mediate consequence of the sell- 
out of available evening time.” 
“Surveys have shown that 23 
of the 24 quarter-hour segments 
of WABD’s daytime operation, in 
houses equipped with both TV 
and AM, secured a higher rating 
than competing standard radio 
programs,” Mr. Barry said. “How 
the lady of the house found time 
to keep an eye on her set I do not 
pretend to know, but she did and 
she is continuing to do so.” 
Surveys referred to were special 
studies made for DuMont’s New 
York station. 

Shawmut Bank, the first in the 
country to sponsor a_ regular 
nighttime telecast, according to 
Mr. Barry, has been airing a 
newsreel over both Boston sta- 
tions to parallel its radio pro- 
gramming. The bank is convinced 
that video newsreels be up-to-the- 
minute or, at least, be edited and 
narrated to give that impression. 

Going on record with a proph- 
ecy for TV’s future, the banking 
executive said: “When the total of 
expenditures in all the divisions 
(stations, set production, pro- 
gramming, advertising) of the in- 
dustry is struck, the figure will be 
somewhere between $5 and $8 
billion yearly—ranking it with the 
leading industries in our econ- 
omy.” 

Mr. Barry said 16 banking and 
insurance companies are using tel- 
evision. 


Messler Joins BBDO 


John Jay Messler, formerly 
chairman of the plans board and 
copy chief of Foote, Cone & Bel- 
ding in San Francisco, has joined 
the San Francisco office of Bat- 
ten, Barton, Durstine & Osborn. 
He had been with FC&B for 13 
years in both the Los Angeles and 
San Francisco offices. 


94 ee 39 — 
, : ee ~ “Sa 
thy . Ie = ind Ee i al 
4 ae oe va 
i\ ; : ,. di 4 . q & Ase 
= [MAYONNaise| a 
ey | oad ie a i — NG = 3 aoe 
tz | | hie, 7a FE | 
* § 4 O) a : if : 
le | | ce ie 
ing a ae 
her 
ev - oi 
+ els 
nec. ee | | 
On, 
-0., 
aci- 
a - 
— 
vs ‘ 
if \, ; 
{\ 
0 iy 
ae on 
tia a5, 
% Fn 
- é . 7 
a ee | 
im -4 
‘ ba ee 
~~ 
* ple | 
tr wa a 
oa (Oe ue aa 
NEA TTT 3 st oS ie 
ION ee A p> ad . 
J BY. * Ze ow # - 
ae “Gp a a) — 
} T bs & Ss  » ” 9999 4 as: a 
| th , ee aa5/sa3a fh lssateye a 
i iene apes FES 
H 4 Cou ial 
Ss Sm 
TH aa GAM reache ee 
4 : ‘ : fai i ghee oe , a ial : pee ee EN ERY wn o— i 
. | ; i Pp jn Ang “he 
- : print! 3 
a) ' . ' = an t ries oa 
| 7 fMRI  e > in a ‘ 
~1 8s | | ate in he s all I els ae dete : 
ad tee ae Resa ee ' . 
| i 52,000 COPIES MONTHLY 
ene 7 — sor i 
f ' Y = 
as 5 YU UUS YAY, GUI SAA Vj Rend toy Rate Card wad CCA Sectoment aor 
ae 
a ale ESE StI NEES SANE EI HD peas ae Maier Se ce oe mas ee ao ee . Pas eS Cee (See : ee at 


re 


-_- —. © 


the big circulation 
your best buy! 


“RESPONSE WAS 
Positively THE BEST | 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That’s all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 


where it counts, makes it 


No. 3251. Eight Years with the 

Fawcett Beauty Reader Forum. 

A year by year comparison, 
1941-48, of the popularity of 49 
cosmetics and toiletries used by 
women, and their brand prefer- 
ences, are reported in this study, 
which is the eighth annual analysis 
of the trend in beauty habits of 
Fawcett Women’s Group (True | 
Confessions, Motion Picture and 
Movie Story). 


No. 3252. Standard Market Data 
for St. Paul. 

This file folder, issued by the 
St. Paul Dispatch and Pioneer 
Press, conforms to the standard 
forms of the Bureau of Adver- 
tising and Four A’s, mapping the 
retail trading zone and providing 
detailed market data for the area, 
along with the story of the news- 
papers, their editorial contents 
and circulation data. 


No. 3253. How Much Do Window 

Displays Stimulate Sales? 

The Point of Purchase Adver- 
tising Institute has published this 
report of a field study of sales 
in retail steres with and without 
window displays to determine the 
effect of point of purchase ad- 
vertising on sales. Rochester and 
Syracuse, N. Y., were used as test 
cities. 


No. 3254. Look! No Crystal Ball. 


The Los Angeles Examiner has 
published a talk made by William 
Dover, the newspaper’s business 
research division manager, before 
the Advertising Club of Los An- | 
geles, reviewing southern Cali-| 
fornia’s business potentials| 
to 1950. In three parts, the first | 
reviews 1939-1947; the second in- | 
dicates the future potential for 
each of the basic factors, and the | 
third indicates southern Califor- | 
nia’s position in relation to the| 
national economy. 


No. 3255. How to Sell Top Man- 
agement on Adequate Budgets 
for Industrial Advertising. 


It isn’t always easy to prove 
what industrial advertising is do- 
ing to help selling, and conse- 
quently, too often the subject has 
been evaded, this booklet says. 
Published by Putman Publishing 
Co., it offers seven specific sug- 
gestions for selling top manage- 
ment on adequate industrial ad- 
vertising budgets. 


No. 3212. Reader Characteristics 
Report. 


Sport reports, in this survey, 
that its reader families have an 
annual median income of $4,243, 
8.6% higher than the figure shown 
in the magazine’s first survey, 
made in 1947. Other character- 
istics reported are: age, home 
ownership, and a breakdown of 
participation in sports and owner- 
ship of sports equipment. 


No. 3234. Here Is Your File of 
Facts About The National 
Guardsman. 

The National Guardsman, offi- 
cial publication of the National 
Guard Association of the United 
States, has issued this loose-leaf 
file folder, containing the latest 
issue of the publication, with rate 
card data and facts about circu- 
lation and readership. 


No. 3218. Market Guide for the 
Gary Trading Area. 


Market data for the Gary, 
Ind., trading area is provided in 
this folder, issued by the Gary 
Post-Tribune. Like the Detroit 
News material, this conforms to 
the standards of the Bureau of 
Advertising and the Four A’s, and 
includes detailed information 
about the ownership, editorial 
features, linage and circulation of 
the newspaper. 


_ USE COUPON TO OBTAIN INFORMATION 


1 . 
| Readers Service Dept., ADVERTISING AGE | 
| 100 E. Ohio St., Chicago 11, Il. 
| Please send me the following (insert number of each item wanted) | 
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RATES: 75¢ per line, minimum charge $3. 


bate 


lar card discounts on multiple insertions ond space over 5 inches apply on display 


HELP WANTED 


THE ADVERTISING MARKET PLACE 


advertisements take 


Cosh with order. Figure bold face heods 
er line, body face 40 per line. Box 
card rate of $10 per column inch. Rego- 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
1185 N. Wabash FR 2-0115, Chicago 
Wanted 
LITHOGRAPH DISPLAY SALESMAN 
One of America’s leading producers of 
lithographed Window and Counter Display 
Material has opening in their Chicago of- 
fice for an outstanding display salesman. 


He must be thoroughly experienced in 
selling display ideas and not just “paper 
and ink” and must have contacts with 
users of display material, and at present, 
be in that field. He must be a real pro- 
ducer with sales record to prove abil- 
ity. 


To such a man, we offer an opportunity 
with a big future. Liberal drawing ac- 
count against commissions. All replies 
held strictly confidential. Please do 
not telephone. State all details in 
letter. 
EINSON-FREEMAN CO., INC. 
166 E. Superior St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
. ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
209 8. State St., HA 17-2063, Chicago 


Advertising Speciality Salesman to repre- 
sent established line of cloth showroom 
banners whose patented features offer ex- 
ceptional sales and profit opportunities. 
Exclusive territory. Prefer experienced 
men now handling other recognized adver- 
tising display items. Write for details and 
samples. Rosco Manufacturing Company, 


439 Central Avenue, Rochester 5, N. Y. 


Industrial Copywriter 
Adv. Production Mgr ...., 
Copywriter Trainee-Deg 
Layout Artists—Top Salaries 
SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


PUBLICITY WRITER—A long-established 
national trade association located in 
N. Y. C. has an opening in its public re- 
lations department for a man or woman 
who can write good news releases, re- 
leases for trade magazines, and do gen- 
eral publicity work. Short hours, steady 
employment assured. Starting salary $80 
per week with assurance of steady ad- 
vancement. Person of steady character 
only. Please give all necessary details 
in reply. 
Box 2311, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


LAYOUT ARTIST 
with some copy experience for agency in 
Indiana. Opportunity for advancement in 
copy, art and production. Outline 
previous experience, age, salary re- 
quired and how soon available’ in 
letter to: 

Box 2313, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


A MANAGER WANTED........ 
Trade journal in metal working field lo- 
cated in midwest. An opportunity for a 
man with ability to build an exception- 
ally good position for himself on a sal- 
ary and percentage basis. Must have 
successful sales background with abil- 
ity to organize and manage. Prefer man 
between 30-40 years of age who is now 
engaged in publishing field. Interview 
will be promptly given to those who give 
full particulars in reply and qualify as 
to experience. 

Box 2314, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Opening for classified advertising sales- 
man in Chicago and vicinity, on national 
construction publication, developing used 
equipment section. Salary and expenses. 
State background and salary expecta- 
tion. 

Box 2315, ADVERTISING AGE 

100 F. Ohio St., Chicago 11, Ill. 


SECRETARY 
Young woman who has advertising agency 
exverience preferred. Must be able to 
take accurate shorthand and assume re- 
sponsibilities. 

Box 2316, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
Can your agency put 15 yrs. practical 
production exp. to good use? Woman, 35, 
single, now asst. to Prod. Mer. desires 
better ovportunitv in Cheo. References. 
Box 2303, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AGENCY MANAGER 


(Account Executive — Copywriter) 
SEEKING GREATER OPPORTUNITY 


Branch manager, 39, of major na- 
tional agency seeks position of more 
responsibility with 4A’s agency, or na- 
tional advertiser. Offers excellent 
sales record and 11 years successful ad- 
vertising experience on national con- 
sumer, industrial, travel accounts. In- 
cludes top management contact, 
creative planning, research, media and 
copy supervision. Desire for greater 
opportunity and progress sole reason 
for considering change after ten years 
with present agency. Detroit, New 
York City or Midwest preferred. Box 
7283, Advertising Age, 100 E. Ohio 
St., Chicago 11, Ill. 


| Sales-vertising exec. under 30.— 
/Successful record in specialty field 
‘from dealer level to mfg. adm. — 
Desire position that offers a chal- 


|| lenge to ability. Contact for our mu- 


tual advantage. Address Box 7279, 
ADVERTISING AGE, 100 E. Ohio 
St., Chicago 11, Ill. 


EDITOR-PROMOTIONAL MAN, _ exec. 
trained, now employed desires change. 
Newspaper, magazine editing, radio exper. 
Knows photog., layout. Married, 35. 

Box 2306, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADV. MGR. - PUB. RELATIONS 
Proven record, 36, resume upon request. 
Box 2307, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Mo. Journalism Grad-experience in mak- 
ing sales; can easily meet people; ready 
to sell for you; space or time; age 23: 
Navy vet; single; work anywhere; 
begin 15 March. 

Box 2309, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
COPYWRITER, female, 25, State Street 
retail experience. Univ. of Missouri 
School of Journalism grad. Chicago only. 

Box 2310, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADV-SALES PROMOTION MANAGER 
14 years exp. with two large houses, di- 
recting, handling all details adv. and 
sales prom. on national basis—planning. 
copy, media, production—newspapers. 
magazines, trade papers, booklets, sales 
literature, agency contact. Avl. Apr 1. 

Box 12, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FOLLOW THE SUN! 

OPEN A FLORIDA BRANCH! 
Sit on the beach—or go fishing! I'l) 
chase copy, scripts, layouts, schedules 
trains, publishers, broadcasters! Summers?” 
Back north with you—or build southern 
hilling. Now directing seven figure 
Northern billing. Twenty years exper- 
‘ence, including Florida—where sunshine 
thaws frozen budgets! Will fit your pat- 
tern like a glove. Five figure salary re- 
quired. Write Postoffice Box 891, Post- 
office Number 90, Chicago, Illinois. 


BUSINESS OPPORTUNITIES 
MATURE EXECUTIVE: with wide ex- 
perience and acquaintance in package 
goods field wanted to invest services 
and $50,000 for entirely satisfactory stock 
interest in uniague sales promotion or- 
ganization established in 1947. No cur- 
rent liabilities. Excellent earning pos- 
sibilities. Full particulars and references 
exchanged. Principals only. 

Box 2304, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


CALIFORNIA OPPORTUNITY 
Small recognized agency, fast growing 
city, offers real ovvortunity for exper- 
ienced younger blood, capable of devel- 
oping untouched potential. Estab. 2% 
years. No local comnretition. Priced right. 

Box 2305, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Til. 


REPRESENTATIVES WANTED 


Advertising Age, February 21, 194: 


Creative 
COPYWRITER 
WANTED 


A man on his way up (30-40 
who writes in terms of ideas an | 
thinks in terms of basic campaign , 
is wanted by a conservative, 
highly regarded Ohio advertisin 5 
agency. Industrial experience ac- 
visable. Outline experience in de- 
tail. Address—Box 7273, ADVER- 
TISING AGE, 100 E. Ohio St, 
Chicago 11, IH. 


Is there a Chicago agency 


. . . With a copy-contact opening? 
Here’s a real “self-starter” that en- 
joys work, whether it’s on national 
campaigns or clients’ sales promo- 
tion needs. years’ experience — 
both agency and manufacturers. A 
good writer with a creative flair for 
layouts, yet, strong on merchandis- 
ing ability he'll be a “right hand 
man” to a busy account executive, 
Scope of work and future of posi- 
tion take precedence over salary. 


Box 7280, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, UL. 
tert renee 


FOOD MAN available 


for agency or advertiser 
Under forty but with twenty years of well- 
rounded experience in food merchandis- 
ing, advertising and sales. 

Included: four years of top-flight 
agency experience contacting on variety 
of pornees products and promotions, 
twelve years as advertising and merchan- 
dising executive with national food chain 
and most recently advertising director of 
major food processor. 

Available March Ist, five figure in- 
come. Full details sent on request. Write 
Box 7282, ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Ill. 


SIGN-DISPLAY 
REPRESENTATIVES 
Business founded late eighties enioyine 
prominent position in industry and hich 
reputation production lithographed and 
screen processed metal counter, floor 
displays, indoor and outdoor signs. 


Opportunity to become exclusive repre- 
centative on liberal commission basic 
exists in several territories. Experience 
selling these mediums not essential hit 
some similar experience, creative abilitv 
and successful selling record requisite 
to consideration. 


Write immediately stating age, exper- 
ience, present activity, past and present 
connections in detail. Interview will be 
arranged. Negotiations treated in strict 
confidence. 

Box 2302, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


MISCELLANEOUS 
Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio. 


Out of town offset plant able to give 
quick, low cost service on houseorgans, 
inserts, 8% x 11 pages. 

Box 2317, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Plans Research Meeting 


The Chamber of Commerce of 
the United States will hold its 
first 1949 “Economic Institute” at 
the Stevens Hotel, Chicago, Feb. 
25, with “The Future of Business 
Research” up for discussion 
Speakers will include Leverett S. 
Lyon, chief executive officer. 
Chicago Association of Commerce 
and Industry; H. T. McAnly, Ernst 
& Ernst, Cleveland; Adolph G. 
Abramson, SKF Industries, Phil- 
adelphia; Wroe Alderson, Alderson 
& Sessions, Philadelphia; A. C. 
Nielsen, A. C. Nielsen Co., Chi- 
cago, and Edwin B. George, Dun 
& Bradstreet, New York. 


Ohio Brass Promotes Ott 

Louis J. Ott, advertising man- 
ager of the Ohio Brass Co., Mans- 
field, O., has been named general 
sales manager of the company. R. 
A. LeFevre, in the advertising de- 
partment since 1936, has been ap- 
pointed advertising manager, suc- 
ceeding Mr. Ott. 


Gage Appoints McKim 

The Toronto office of McKim 
Advertising Ltd. has been retained 
to handle the advertising of W. J. 
Gage & Co., manufacturing sta- 
tioner and wholesaler of school 


supplies and envelopes. 


OPPORTUNITY 


For owner of 2-3 or 4 man Chicago 
Agency to merge with fast growing, 
firmly established 8 man agency for 
the purpose of mutual assistance to 
each other. We have plenty of clients, 
working capital, office space, etc. Need 
executive type co-worker with complete 
knowledge of the Graphic Arts to com- 
bine forces with similar personality. 
Unlimited opportunity to expand into 
big operation. All replies confidential. 


Box 7284, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AVAILABLE 
Advertising Specialist 


in Drug and Beauty Fields 


His ideas, promotions, ads built small con 
cern to leader in field. Successful creative 
record on hair items, reducing product, re- 
tail and mail order cosmetics, beauty shop | 
supplies. Knows strengths and weaknesses 

| 


of dept. store, chain, indep't, jobber distribu- 
tion. Intimate with FTC, F&D taboos. Able 
administrator. Proven copywriter and copy | 
supervisor. Sound merchandiser. Builds up | 
accounts serviced. Univ. grad., 38-year-old | 
v.p. of 4-A adv. agency seeks permanent | 
connection with manufacturer or agency. | 
Salary open. Write to Box 7286, ADVERTIS- 
ING AGE, 100 E. Ohio St., Chicago, II! | 


ADVERTISING SALESMAN 


Exceptional opportunity for experi- 
enced space salesman. The leadin« 
business paper in a field which pro- 
vides an unusually large number o* 
prospects offers exclusive represe: - 
tation in Detroit-Cleveland-Pittsburg | 
territory to man who can qualify o> 
top producer. Give full details o 
experience and requirements in fir: 
letter. Box 7287, ADVERTISING AGI 
11 E. 47th St., New York 17, N. ¥ 


FOR SALE 

37,000# 35” jumbo rolls —30” diamet« 

50# basis White #2 Allied's Offset 
This paper has good color and a sem 
smooth finish — excellent strength. 

Will run four colors offset adequately 
Make offer. Box 7285, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, Ill. 
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TRACTOR-IMPLEMENT TEAMWORK—That’s the sales story Dearborn Motors Corp., 
Detroit, will use in this two-color spread in March issues of national farm publica- 
tions, along with page and half-page versions in an extensive list of state and 

specialized farm papers. Meldrum & Fewsmith is the agency. 


Dearborn Motors to 
Boost ‘49 Ad Drive 
Above $2,000,000 


Detrorit—Advertising and sales 
promotion to spur sales of Ford 
tractors and Dearborn farm equip- 
ment call for a total expenditure 
well above $2,000,000 this year, 
according to J. F. Pedder, adver- 
tising and sales promotion mana- 
ger, Dearborn Motors Corp. 

Dearborn Motors; national mar- 
keting organization for these trac- 
tors and farm equipment, will 
boost its national advertising 20% 
above ’48 volume, Mr. Pedder said. 
Cooperative dealer advertising is 
expected to be double last year’s 
volume, he added. 

Major emphasis in the ’49 cam- 
paign will go on a consistent ser- 
ies of spreads in national and re- 
gional farm publications. In ad- 
dition, the company will use space 
in state farm publications; special- 
ized farm papers such as those 
serving dairymen, stock raisers 
and fruit farmers; and educational 
publications aimed at vocational 
agricultural teachers, 4-H Club 
leaders, agricultural engineers and 
county agents. Dearborn Motors 
also will advertise in more than 
a score of agricultural college mag- 
azines and in ten farm industrial 
trade publications. 


# Copy in the state and special- 
ized publications will offer the far- 
mer information about those im- 
plements used in his area, and 
during the season when they are 
most useful. 


The 1949 messages. 


“will be tailored much more ac- | 


curately to fit the market,” Mr. 
Pedder said. 
The company is augmenting its 


basie newspaper, radio and out- | 


door cooperative dealer ad pro- 
gram with Technicolor movie ads 
and direct mail; will make use of 
a new educational motion picture 
for farm groups; plans to take an 


active part in such affairs as the. 
National 4-H Club programs, and | 


will attempt to boost dealer-cus- 
tomer benefits from county and 
State fairs. 

Meldrum & Fewsmith, Detroit 
ard Cleveland, handles the ac- 
count. 


Kennedy Joins Forjoe 


Malcolm Kennedy, formerly of 

sales department of WIP, 
iladelphia, has been named 
neral manager of the Philadel- 
ia office of Forjoe & Co., radio 
ition representative. Fred Bern- 
‘in, who has been head of the 
iiladelphia office, will be re- 
ned as a sales promotion con- 
ltant. 


Derren Nem Ho 


Carter to Edwards Agency 


Edwards Advertising Agency, 
tlackensack, N. J., has been named 
‘> handle the advertising and sales 

romotion of Ralph B. Carter Co., 

‘ackensack, manufacturer of 

umps and water purification and 

2wage treatment equipment. Bus- 
less papers, direct mail, catalogs 
nd trade shows will be used. 


Petry Salesmen Set Up 
TV Representative Firm 


John E. Harrington Jr., 


Volney 


salesmen—have established a firm 
to represent television stations. The 
company, Harrington, Righter & 
Parsons, is located at 270 Park 
Ave., New York. 

This is the third representative 
devoted exclusively to television 
and is viewed as indicative of the 
inevitable competition between 
AM stations and TV outlets. L. L. 
Barnard & Co., New York, was set 
up by the former video manager of 
Paul H. Raymer Co. Blair TV, 
Inec., subsidiary of John Blair & 
Co., is headed by William H. Wel- 
don, Blair executive in New York. 


Two Appoint Jacobs 


Il Progresso, New York Italian 
newspaper, and WHOM, New 
York, have appointed Joseph 
Jacobs Organization, New York, to 
handle merchandising and pro- 
motion for the New York Italian 
market. 


Joins ‘American Weekly’ 


Willard T. Wadelton, formerly 
with Cosmopolitan and Reuben H. 
Donnelley Co., has joined the Chi- 


Righter and James O. Parsons Jr.| cago sales staff of The American 
—former Edward Petry & Co. Weekly. 


WPEN Appoints Crawford 


James Crawford has been named 
sales representative in Philadel-| 
phia for Station WPEN, 


Philadel- 


Gas Association to McCann 


phia, owned by Sun Ray Drug Co./ dle its advertising. 


The Pacific Coast Gas Associa- 
tion has appointed the Los Angeles 
office of McCann-Erickson to han- 


© Daily List Maintenance! 


ords and Correspondence! 


Want more information? Write or call: 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 
We do the complete job of: 


© Regular Renewal Follow-up! 
@ Subscription Sales Promo- « Addressing and Complete 
tion! Fulfillment Service! 


© ABC Statements. Micro-rec- © Nation-wide Newsstand Dis- 
tribution! 


FORGET ABOUT YOUR 


CIRCULATION 
DEPARTMENT 


Stop fretting about snarled up circu- 
lation problems. Do as many other 
publishers of paid and controlled pub- 
lications have done .. . turn your 
complete circulation problem over to 
us...and watch the immediate 
improvement. 


PUBLISHES elhsment Coup. 


538 South Clark Street, Chicago 5, Illinois 


WBute 9-3773 


CATALOGS 


PAPERS 
\em an 


PREFERRED BY ADVERTISERS — EVERYWHERE 


di An enamel paper that's strong, that folds beautifully, that gives any 
_ catalog an appearance of quality. That's Satin Refold Reames foneme 
Champion paper that you can depend on. | 
Satin Refold Enamel will give you crisp, clean pein and 
reproduction. It’s unrivaled in its receptiv 
field for results with catalogs, publications and advertising printing. The 
Champion representative will be glad to show you examples of Satin 

~ Refold Enamel—and of the actual results it has produced. The ene 
esi and Fibre sate Hamilton, Ohio. 


“to” ink, PB BIE in its 


Mills « at sdsiealica: Obie; Canton, North suiien and Houston, Texas. 


District sales offices: 


Detroit + St. Lovis + 


New York « 
Cincinnati + 


Chicago * 
Atlanta . San Francisco 


Philadelphia 


WHATEVER YOUR PAPER PROBLEM 


Its a Challenge to Champion [ 


THERE'S A 


PAPER FOR EVERY 
PRINTING NEED 


KROMEKOTE 
For excellent reproduc- 
tion with. catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries .. . 
all excellent reasons for 
you to specify Champion. 
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PROMOTIONAL [RID Yer 
COMICS ARE 3 4 


448 comic leaflets : ~- 

for dealer ; 

distribution have been 1’ oe 
for leading § >, eT 


PROMOTIONAL COMICS 


Division of the Parents’ Institute, Inc. 
Publishers of Parents’ Magazine, True Comics and 
other comics, 52 Vanderbilt Ave., N. Y. 17 


WMCT Aftiliates with ABC 


WMCT, Memphis, has signed an 
affiliation contract with American 
Broadcasting Co. The _ station— 
Tennessee’s only TV outlet—pre- 
viously has affiliated with CBS, 
DuMont and NBC. WMCT is owned 
by the publishers of the Memphis 
Commercial Appeal. 


Gets Hat Account 


Muter & Culiner, Toronto, has 
been named to direct the adver- 


tising of Biltmore Hat Co., Guelph, 
Ont. 


Smith Adds Two Accounts 


Louis A. Smith Co., Chicago, has 
been appointed to handle advertis- 
ing for Bedford Shirt Co., Chi- 
cago, and Stonekote, Inc., Chi- 
cago, maker of simulated stone 
siding. Bedford will use news- 
papers and Stonekote will use 
spots on WENR-TV. 


Lott Opens Branch Office 


Lott Advertising Agency, Holly- 
wood, has opened a branch office 
at 1273 Westwood Blvd., West- 
wood Village, Cal. 


Promotes Lane and Wyman 


Byron S. Lane and Sumner 
Wyman, formerly with the eastern 
advertising department of Jewelry, 
New York, have been appointed 
business manager and advertising 
manager, respectively, of the 
publication. 


Appoints Henry Bach 

Wildman & Swartz, Norristown, 
Pa., nylon hosiery manufacturer, 
has appointed Henry Bach As- 
sociates, New York, to handle its 
advertising. 


MF Source of the Moisture Makes the Difference 


job with real savings in overall cost. Chillicothe Offset 


@ Printing paper has a great capacity for holding water. 
A dry sheet cae on moisture from the humidity of a 


press-room. 


Every printer knows that as the moisture content 
changes, paper may shrink, stretch, or curl. If this change 
takes place during a press-run, he knows he’s in for 


trouble. 


That’s why more and more 
use of Chillicothe Offset. This 


right moisture content 


rinters are urging the 
ne stock has the just- 
built-in. It’s preserved by our 


air-conditioned finishing room and sealed in by protective 
wrapper. It comes to the pressman ready to run—mois- 
turized to the average humidity condition in the press- 
tter 


room. Less spoilage, less ma e-ready, mean a 


THE CHILLIC 


Cwiceic 


invites worry-free realistic reproduction without exact- 


ing a premium in printers’ skill. 


CHAMOIS TEXT ° 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


GREETING CARD PAPETERIES 


—ask us about them 


CHILLOTINTS 


HE PAPER Co. 


HE, OHIO 
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Kalamazoo Stove 
Offers Exclusive 
Dealer Franchises 


KALAMAZOO, Micu.—With « «- 
clusive franchises as the new lu e. 
Kalamazoo Stove & Furnace ( » 
hopes this year to boost its deal: -- 
ship list from 350 to a total of 
600. It plans to promote an «x. 
panded line of heating equipm: »t 
and appliances, through these .e- 
tailers, with a stepped-up natio: a) 
and cooperative advertising dri ¢. 

The exclusive franchise se‘ ip 
was announced recently at a met- 
ing of the company’s regional sa/es 
managers here. Dealers will be 
told that they not only will be 
given a protected territory, but 
that they will benefit from price 
advantages possible through mass 
production; that their inventories 
will be comparatively low (they 
can’t handle competing lines); 
that the company will assist re- 
sponsible dealers financially, and 
that they can make good use of a 
continuous training and sales pro- 
motional service. 


t 


a C. C. Whitcomb, vice-president 
and general manager, told the re- 
gional men that, armed with the 
franchise, the dealer “has only to 
keep pace with our over-all effort 
to assure his success. He is ‘Mr. 
Kalamazoo’ in his territory. In his 
area he alone capitalizes on the 
company’s advertising... And he 
never experiences the feast or 
famine of seasonality, for our 
spread of products guarantees 
year-’round sales stability.” 

The Kalamazoo sales force has 
been doubled, and advertising 
“greatly boosted” for 1949, offi- 
cials said. The company will con- 
tinue its ad series in national mag- 
azines, and will offer dealers a 
50-50 split of costs for local news- 
paper space, with cooperative copy 
limited to that medium alone. 


STARTS § 
series for 
for the r 


s Kalamazoo has completed a $3,- 
500,000 plant modernization pro- 
gram. Its comprehensive line of 
products now includes gas and 
electric ranges; combination rang- 
es; coal-and-wood ranges; refrig- 
erators; washing machines; free- 
zers; three-fuel gravity furnaces 
and winter air conditioners; sto- 
kers; oil and gas conversion burn- 
ers, and automatic control equip- 
ment. 

Advertising will break when the 
expanded line hits mass produc- 
tion levels, with copy emphasizing 
styling, quality and features, as 
well as low prices made possible 
by streamlined production effi- 
ciency. 

Fulton, Morrissey Co., Chicago, 
handles the account. 


El-ee’s Names Raymond 
Raymond Advertising Agency, 
Newark, N. J., has been named to 
direct the advertising of El-ee's 
Foundations, Inc., Newark, man- 
ufacturer of El-ee’s Figure 4% 
foundations. Magazines and trace 
publications will be used. 


To Smith, Bull & McCreery 

Smith, Bull & McCreery, Holly- 
wood, has been appointed to han- 
dle a special national merchandi - 
ing program for L. B. Laboratories, 
Glendale, Cal., manufacturer  f 
L. B. hair oil and shampoo. 


RES|" 


AGRES 


RIGHT IN YOUR OWN BACKYAR 


& 
j 
There's untold wealth at your elbo" 
15 million Negroes spend 10 billi 


CALLED 
director 
Atlantic 
vertising 


dollars a year on every type produ: 
Reach this big buying public throu; 
the Negro press. For information wr! ° 
Interstate United Newspapers, Inc., 5 > 
Fifth Avenue, N. Y., serving America * 
leading advertisers over a decade. 
NOTE: We now have facts compiled by t> 

® Research Co. of America on bran 
preferences of Negroes from coast to coas! 
Write now for this free information, 
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STARTS SERIES—This color page, scheduled for the March 28 issue of Life, begins a 

series for Spring-Air Co., Holland, Mich. The “Wake up fresh as Spring Air’ theme 

for the new advertising and salés promotion program was developed by the com- 
pany’s agency, MacDonald-Cook Co., South Bend. 


COUNTER BOX—Sperti Faraday, Adrian, 
Mich., has developed this display carton 
which contains 12 individually boxed 
Plugmasters with separators between 
each for greater shipping protection. 
When the lid is folded back the con- 
tainer becomes a point-of-sale display. 


Amanat | 
FLMwLekan | 


FINE BANK—This sign, made for the 
Chinatown office of National Shawmut 
Bank of Boston by John Donnelly & 
Sons’ sign division, says that the bank 
is a fine, safe bank that is known 
throughout the world. 


CALLED ‘PERFECT’—Mark Seelen, left, vice-president and art also spoke at the gathering. The others, here, are Elizabeth 
director of Outdoor Advertising, Inc., had high praise for this Raftery, Benjamin Eshelman Co., dinner chairman; Mrs. Helen 
Atlantic poster at a meeting of the Philadelphia Club of Ad- Carroll Corathers, club president, and, extreme right, Harry 
vertising Women. Hayden Hayden, the artist (at right of poster), Hawkins, president of the Poor Richard Club. 


AINS FOR TWO—Golden State Co., San Francisco, is using and freight. A new Wabash Railroad good will builder is the 
‘w milk cartons called Train-Tainers, left, which include 12 miniature Wabash boxcar shown at the right, printed in red 
‘ferent car designs to make a complete assortment, passenger ond black and containing 25 match books. 


WINS PROMOTION AWARD—William J. Newens, second from right, manager of 
KOIL, Omaha, has just received a $500 check from Jack Howard, second from left, 
local representative of Frederick W. Ziv Co., as the station’s prize for the best 
promotion of Ziv’s “Favorite Story’ contest. Left to right are Donald A. Dahlberg, 
promotion manager, KOIL; Mr. Howard; J. E. Davidson, general manager, Omaha 
Public Power District, sponsor of the program on KOIL; Mr. Newens, and Carl 
Joens, account executive, Allen & Reynolds, the sp ‘s agency. ~ 


BIRTHDAY—At American Broadcasting Co.'s anniversary breakfast celebrating 

Swift & Co.'s eighth year of sponsorship on the Breakfast Club are, left to right: 

Don McNeill; Betty Lou Hamilton, a Patricia Stevens model, pinning a posy on John 

H. Norton Jr., ABC vice-president in charge of the central division, and Vernon 
Beatty, Swift's ad manager. 


HELPER—Ad Andy, who works for Foster & Kleiser’s public relations program, has 

a message on freedom of the press in his current 24-sheet poster, appearing in 

West Coast cities. Every 60 days Andy appears on 500 poster panels with a new 
message in the public interest, provided by the outdoor advertising company. 


ss REMEMBER FATHER, BUILDER OF OUR NATION'S FUTURE 


JUNE POSTER—The official poster for Father’s Day, June 19, portrays the father- 

child keynote of the campaign. Four-color repraductions of the poster, which was 

painted by E. F, Ward, will be made available to stores, at cost, by the Father's 
Dey Council, New York. 
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GN&G Appoints O’Brien Nelson Names Wertheim 

Donald O’Brien, formerly with | for Bible Campaign 
Standard Research Consultants, 
New York, a subsidiary of Stand-|__ Thomas Nelson & Sons, New 
ard & Poor’s, has joined Geyer, | York, book publisher, has appoint- 
Newell & Ganger, New York, to|¢d Wertheim Advertising Associ- 
serve as economist. lates, New York, to handle adver- 
'tising for the complete Revised 
Standard version of the Bible 
which will be out some time in 
1951. 

Plans include a minimum budget 
of $125,000 to be used in Sunday 
book sections of newspapers, 40 
denominational religious maga- 
zines, business papers, radio and 
television. Other promotion will 
include window displays, posters, 
circulars and direct mail. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 per gal. $1.25 per qt. 


lin ’48. Total revenue from all ad- 


597; food products, $3,693,616; 
household equipment, $3,672,815; 
gas and lubricants, $2,177,565; drug 
items, $2,094,932; soaps and clean- 
sers, $1,046,464, and lesser amounts 


$2,656,000 Spent 
on Major Appliances 
in Farm Publications for other classifications. 


Cuicaco—Makers of major ap-| Among single products most ad- 
pliances last year composed the | advertised in the medium, besides 
biggest single source of business Major appliances, were crop ma- 
for the nation’s farm publications, chinery, $2,171,197; tractors, $2,- 
although more revenue came from | 106,991; poultry and _ livestock 
general classifications of agricul- | feeds, $1,813,670; auto equipment, 
tural, automotive and building | $1,649,389; general agricultural 
products. equipment, $1,621,454; trucks and 

Farm Publication Reports, Inc.,| Vehicles, $1,577,294; building ma- 
which measures advertising rev-| terial, $1,567,803, and building 
enues of 46 farm publications, re- |¢duipment $1,543,310. 
ports that major appliance makers 


spent $2,655,839 in the farm papers | reat ee ee . 
|rigation Equipment Manufacturers 
has been formed by some 40 man- 


vertising was $45,333,998 (AA, Feb. 
14). ufacturers of sprinkler-type ir- 

Agricultural products of all) rigation equipment. Everett H. 
kinds accounted for $10,763,436 of | Davis, Irrigation Equipment Co., 


, Eugene, Ore., was elected presi- 
the total. Automotive products ac- dent. A. S. Marlow Jr., Marlow 


counted for $8,204,188; building! pymps, Ridgewood, N. J., is sec- 
materials, equipment, etc., $3,892,- | retary. 


ALL STOPS WERE pulled out when the Polaroid Land 
"pictures in a minute" camera was launched in 
Boston. Publicity prepared by BBDO Boston in- 
cluded full-page newspaper ads and stories, radio 
spots, television and theatre newsreels, display 
material. Success of the camera was assured over-— 
night...demonstrators at Jordan Marsh store had to 
take to the counter tops to avoid being swamped. 


ROOM SERVICE 


A FAMILIAR LANDMARK on the American scene is this 
Armstrong "rooms campaign." In magazines con- 
tinuously for many years, its sound decoration 
ideas and interesting copy—often told in short-— 
story style—have attracted thousands of inquiries 
with every insertion. Basic theme, "for every 
room in the house," has remained unchanged in the 
32 years that Armstrong has been served by BBDO, 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* BOSTON © BUFFALO * CHICAGO * CLEVELAND * PITTSBURGH 
* SAN FRANCISCO © HOLLYWOOD *¢ LOS ANGELES * DETROIT 


NEW YORK 
MINNEAPOLIS 


circulation of 
any magazine—more than fifteen million copies 


READER'S DIGEST has the largest 


monthly in all editions. The United States 


edition, client of BBDO since 1939, has consis— 
tently promoted readership through use of 
editorial—type advertisements in a large number 
of newspapers. Response to occasional hidden 
offers indicates ads are exceptionally well read. 


RADIO ACTOR HOWARD DUFF sprang to film stardom on 
the strength of his work for Wildroot Company, 
Inc., in "The Adventures of Sam Spade" (Sundays, 
CBS). In his build-up publicity, Universal- 
International identified him as Howard "Sam 
Spade" Duff. Movie appearances have stepped up 
his fan mail and added interest to Wildroot 
Cream-Oil displays in drug store windows, 


Advertising Age, February 21, 194 


Hunt Schedules 
Many Color Pages 
for ‘49 Campaign 


Los ANGELES—An expande | 
magazine and newspaper schedu = 
for its canned peaches, and a co) - 
tinuance of present schedules fc, 
tomato sauce has been announce | 
by Hunt Food, Inc., here. Alreac , 
the largest user of book match: s 
in the food industry, Hunt will ir - 
crease its use during 1949 by di: - 
tributing one billion books throu: h 
grocers. Each will carry color ac- 
vertising on the cover and a recipe 
inside (AA, Feb. 14). 

Life will again be the backbone 
of the magazine campaign with 26 
color pages scheduled for 1949, 
Insertions in women’s publications 
will be increased. Ladies’ Home 
Journal will carry six color pages 
for peaches, and another for to- 
mato sauce. Good Housekeeping 
will carry six color pages plus a 
two-thirds page for tomato sauce. 
McCall’s and Better Homes & Gar- 
dens will each run seven color 
pages on Hunt’s sauce. 


s In addition, regional campaigns 
will be organized on a spot basis 
according to marketing conditions, 
Initial drive will be for peaches 
in the New York market where 
heavy newspaper space, spear- 
headed by eight-color roto pages 
in the News, will be used. 

The campaign will be merchan- 
dised to the trade with six spreads 
in Progressive Grocer and six sin- 
gle pages in Chain Store Age, 
Food Topics, Grocer-Graphic, Na- 
tional Grocers Bulletin, and Su- 
permarket Merchandising. 

The company will also continue 
to cooperate with merchandise 
awards on top-ranking audience 
participation radio programs. The 
Hollywood office of Young & Rub- 
icam handles the account. 


Booke & Fisher Changed 
to Stephen B. Booke & Co. 


Booke & Fisher, Inc., Houston, 
public relations organization, has 
changed its name to Stephen B. 
Booke & Co., with the resignation 
of Allan C. Fisher as vice-presi- 
dent. The new company will con- 
tinue to maintain offices in the 
M & M building, Houston, formerly 
the offices of Booke & Fisher. 

Lee Read, formerly assistant ac- 
count executive of Edward Gottlieb 
& Associates, New York, has joined 
Stephen B. Booke as account ex- 
ecutive. 


Appoints Ronalds Agency 


Industrial Acceptance Corp. 
Montreal, has appointed the Mon- 
treal office of Ronalds Advertis- 
ing Agency to handle the com- 
pany’s advertising. 


ok Ir Up 
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industrial Marketing's 
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cOMPANION 
— 3 


R E §& 


Millions know America better 
- +e because women acted! 


witness the result stories below! 


WOMEN WERE INSPIRED by the eloquent statement of what America stands for in 
the recent COMPANION article“The Miracle of America,” by our only living ex-Pres- 
ident, Herbert Hoover. Large quantities of reprints were requested. Quotes 
hummed over all three big wire services. The article made top-head stories coast- 
to-coast and was widely editorialized. Thousands of women’s clubs used it on 
programs. It was prescribed reading in civics classes of many schools. 


Again the COMPANION had energized women on a subject of crucial import. This 
action-getting ability is shown by COMPANION features from cover to cover, as 


\Y) 


BUY NEEDLES — COMPANION has become “know- 
ho v” headquarters in the service field. More than 
12),000 needlework booklets were ordered by 
©MPANION readers in 1948. COMPANION women 
ar> active women — always interested in doing, 
€21ng AND buying! 


NEVER, NO, NEVER— have COMPANION service articles 
won bigger tie-ups and displays than the features 
run during 1948. Over 1,600 stores throughout the 
country used COMPANION articles as merchandising 
background in newspapers, window displays, inte- 
rior displays ... etc. AND etc.! 


EXTRA! EXTRA! — The news is getting around — The 
CoMPANION is the biggest buy in the women’s serv- 
ice field. Advertisers know their trends — that’s 
why the CoMPANION showed a gain of 6212 pages 
of advertising in 1948. That gain is by far the great- 
est in the women’s service field! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,900,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Millions know America better 
-»e because women acted! 


WOMEN WERE INSPIRED by the eloquent statement of what America stands for in 
the recent COMPANION article “The Miracle of America,” by our only living ex-Pres- 
ident, Herbert Hoover. Large quantities of reprints were requested. Quotes 
hummed over all three big wire services. The article made top-head stories coast- 
to-coast and was widely editorialized. Thousands of women’s clubs used it on 
programs. It was prescribed reading in civics classes of many schools. 


Again the COMPANION had energized women on a subject of crucial import. This 
action-getting ability is shown by COMPANION features from cover to cover, as 
witness the result stories below! 


3 


f NEEDLES — COMPANION has become “know- NEVER, NO, NEVER—have COMPANION service articles EXTRA! EXTRA! — The news is getting around — The 


” headquarters in the service field. More than won bigger tie-ups and displays than the features CoMPANION is the biggest buy in the women’s serv- F 
000 needlework booklets were ordered by run during 1948. Over 1,600 stores throughout the ice field. Advertisers know their trends — that’s ES 
[PANION readers in 1948. COMPANION women country used COMPANION articles as merchandising why the COMPANION showed a gain of 6212 pages za 
active women — always interested in doing, background in newspapers, window displays, inte- of advertising in 1948. That gain is by far the great- 


1g AND buying! rior displays... etc. AND etc.! est in the women’s service field! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,900,000 
THE MAGAZINE GF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


Lt aw aS Sak eS ee a Sede Say hae ES rs ; So Tn Pe atin, <S: a Sa ah er pies OR res 5 Se Tae ie lads 2 fa aa Ci cee bit es iy sa ee ae re y ane See ae 
so eo td wie o % Pre pt ae oe < ot Berea ae ake “A ates Py eae te ae. Seek ee iy Re eee Be hs Be Bice Te aes as ee oe j Pes ot ge 
a 4 ne ’ : > ~ my - tLe Sale e cite pe Peet et Rt oe wiles te eee rae ses : Sing scot a Spee 3 "h ice al ee 
Pe ees ; a or DN a re ae Sa GA | Ag Ms SL 3g tO ere a te ee ay Oe ris Tees wil ete Sbeeiea aeiesli de é Stee bal 
a i 7 eon oe ES: Ge : apes . i eter ee ae Bas ee STCG4e 29 ae Men Chal LAL oA EME jie oe oa? en. at toe Sa ee age sii ee CaaS age 
: aE o e ; - y ag oA yc eee ES PS ary Geena. 200, Pe, hs aie i : Ee ay Mees mee 
: mee ae 4 
: Mop. |: gee 
Sr 

jin ee RP 
ic -. re re 
Vit 

ton nt 'G hes we = ts = 

O ee bi: 3 ee 

3 i & ch eo ‘s 
ae Y . = tara , ede f | any ite Baek ya AON colin Sg 
4 sie : 
a: <a “ - 
; is ; Ss ae 
te a! 5 i ee . ‘ Fee ee See § " 
j By eileen OR os Relate F Lee y " 3 " : eS, oT oe 
— igs ‘ cad sana 7 i : ? : : i ae ee oes 
= a. se “ - r4 Bs 5 7 ; 7 4 
_ SS a — Bee " 2 3 : ‘ ‘ i a al ; 
es + — ‘er ‘= ee la Ree TP ON oo ike eee & Ga od ee . Ges 2 ae ook aid > en a ae et i " Pets 
4 rae oe i ete ee eS See age 2 ae : ae y PE bes Sey eee ee an 
4 ae —— * io ee ‘ ae ‘ : | imi Nk See xd = een 
=) ie — ba : e a te “ ass A Se tee Ne adeno tee 
"7 i‘ ; ee oe a4 mai ; es ‘ Eos en et fee ape eor me pate . 2 sid 
f = are Pe ‘ . eo is Saeed sag ei = ‘ t bs Aes ~ eet <i 
2 oS a ee, pay li Ten: 2 wee tp iy ee Me a : 6 ’ ere ee a = 
7 a oa — 4 aos a REE ee De OF ay ees a tans Sih RR an ee se aye pe te ets. Rew). i. ea a 
— pak (faa "i “Sagi! Agee oe aati n + ina aa a ae 
eg ee ee, en ey ey aa Be 
: | ‘ sa te ee & oF eee i to ME ee ae eae tee Oe ee ee 
so! . : ee Ree en ae P ieee Loi eat 5 ame» CRI Vas ae dee Re 
ns.) a ae ee : eh ge se ees oc ee gles Pe. plies ore i oi et a 2 pty 2c eu RM ae aa 
eM oe aS ae ee er ee te Sa + a a * hed a ee berg - ii ek ee eee 
<a. WY ee ee ee ee aa a MMe ie tna ce aes Oa a een ' 
— oie . ae Pa eS x, , ee STN, ae a a ee eS . ies Be Be og ce 
en Oe eee oe % - i : heb cd oa ot eas & ge een Pk ea oy ma ate, lores ieee ~ Pee eee Cae Aes a. 
: y ; Se eee oe , — Ps cea " a = Were ee Mi 5 ae oe Wish ee as aaa ae re are So Oy ee 
ue Se é j oe gle Sareea a F laa ae ars ‘ - is ee at Cee tg - mo e ae ae Phd fang hs ak a 
bila Seed Pie dt ie 0 es ot ‘ ‘ cee es : at a. hy oe ei ee Se Ne he Bs os Pes ee. ae a 
ecu 4 a <7 eae : 4 See * 2 : ee a a a a be ae blir Seat ees a ot age : je ee i ae ere ‘ 
- a. 23 : za P ie es ct ee ae we Pe ee hy r ee Ss ee iol Re FS a ete ee a 
: : Bi " Fn: wi ~~ i ars ee m ee si t he che ay aa eae ak 8 Bat ee oe ail ree 
‘3 ieee Es i, y = Mi ss 4 ‘ * 
. : es a ‘ 4 ey : ee 
a ‘ ’ aa ae , ae pee Be se Se Sige eee ee “Sigs ne P ‘ ar oiht eo eee 
ee: : is r BA. ri See ee aN Toon (pias. Ml a ‘ee er tag ne Coe sa — “ah bs > r Seco i saeaey eee 
~ ne a = ae . oa Se ‘ a “Eg oo Ah i Sie eae Ladle SE EE — ba 2, eee eee (oon ee a bg 
; * 4 % ee ber ae 4 . 3 Seems. aN ay ORE es Rey eke) Jie ae eee pate Dont aaa ‘ | Sees aft thee my oe Se! 
Lb ae a . ee fo eS f Re ee ae eee Se es ee et eo. oe wo 2 
: ; : ; ' Kishi . —————— duet ea ae” oa ge Pa ieee Tete ct Eh ae ag ue mere ce aot cag gle Rac: *. pe onameNgMme eee Gas eg ve Ss 
ae ae es ; ae ee ae eee si 2 a ee - eile one oe as a Pee a net ee. eS 

ia sy ae le % A iar aor] = A eS i oa rw J ohin epee eee Tee cintee —— - * bans ile eee 2p id: ial 
yee we — ae Or. ce «ie , oe , a ee 4 , 62 Ae Bin 8 eee. Aree — fs (ale ogeem 
: Le er pot a a ‘ : ae -— ie = . hi . > ee 2 ee , ee ee _ ‘Gee 

? ms a : Fa : at - J ; Y Jo - ey I : fa S, i ee : 
ee eae ‘ ‘ees 5 : 3 -_— : — a Fl a a aye lr aed a ° es a 
he artes ar <i ae a t a 7 : oe [| Jee — a a _— Pa : 
er ae a Be" Sate as ae la. j ‘ # ‘: cn: eee Tinea “ 7 "a : 
a fo F oe a jus % a ee ee Epics int a ee ee ay a 7 eh ae ee tara a : 3 beeps f 7 a, ae ae ae > | -) 
<r ie 4 is ee ae ae Sa eee = ee ee —- hs aie P i Le es ie © - tat co coals apiece cede 
oe a — ty _" ic ge s i hey RS eon ay pice pyr pas Bo a eer Pi oy ey = fea «tag ae he ca a 
ty ‘ habe CF : eae a. 5 ; ree os. ie es id ae x Bae a eee : go See ieee. ie 
; e es q . ‘ ln -_ ty : i eials i i Sea . ee ve _ fee if ei an - 2 a 
& so — ze a . at ar -_ ih ‘ ee ais: TEC, Speier tae a a, : ee we % ay “3 . ic aa eu 
“cy che _. ee ae ae see acer cg oN F ato : — 7 . : ' ; 
: : eee in oie ae ‘les eae che, ae ey ts a ee i ae ? mt vee : eee Ky é sive (ceo 
a e ee he < ad a eee reg Pe Se oe A ee a = we oo. ie ‘a PPE Mier eter 2! PE ke Sage 
4 oan ee hee ot oo ae ill sit ee Ie ek eG a a " ae ert ee o 
Pee Sng eee : ier 9 Bh EE a i ; roo 
ae ie Sie a ee a %: eo aa e aero ae al Sle ms : e , 7 i a . cone 
(ae, nani oa = ae % i i oe ee Mca “ ! Pe ae 
ie ar ae al “% sak e 
ier. F q ~ is - a tie 4 < 
a Ae c Sone 
. . oe 4 , > . ; ee os Fe 
3 ¢ \\Y . 2 i so om, ia é g 1% & L . oe na Sk ai 
Sad 4 - - _ , ae ea a, coe * 
+ é i iy “4 7 ’ 7 7 oY * ol Fe: o & ro ae 
shies ak a ™ eS ji S 7 ¥ ; a 4 ex 23 : 
bit. é ' ¥ : . 7 : age ah) 4 tae Be? 
, i ll i ee co zi _ ore ’ “ae iene - a ae i ; 
ae oe eee. bere ii re " ee “ 
ss Aare Die nat eng fy ate eon BBS oS ees ye * = 
, — ; : - Tae SPN es : oe a ee ~ “ 8 ie e = 
i Ree ar ' | ana SS tng oe nee, ae ee eed a ee . 2 ow ‘ ie § 5 
5 ; ‘eee fe oi ae le de te ee A es sa gee ie ee, ats 
Se ; age? = > ee ea 5 ra pee Ot are ae Pe ee a at Riel e : 
; oe ee i | —— See 
; oF eae? Ks .. all | gp Oe i ms : 
ae. ’ , a. eo i te Pets ee eas 
; : Ls * eee ey . F re 
| , he A 
’ a 3 r, Ake . = we a ‘oa = } we : OS te, i 
. 7 om hes ae * i - 
4 a Ss aeons Beek ae a 
“3 ae ia a ee 
es a % me Son ae ewe? a PS a ay i 
re ae a one wo eae *<- ) ae ly ee ee pe Sere : 
gare Sel eid gee he ae ee ww ‘ of: Baal a a ieee, or a a = ' At<* roe a : oe a é 
By igi ie Neale. «Rae oc, iene, ae w - jos A ca oh ae ae or iff Se = 7 eet a ; 
is Re a, a age) Mn ee Dec a Cc. nee ee Set omnemmmy iy citer s. " ge ee oie 
(Ia Sean 2S Oe A RI son pee le al ai as, i oe % mid x te p e SR ae ee gas epee 
ene sin ahaa gee ii Pah a ae ee: « — - a an : ee i er aa | Oe 1S op P a pee eae : 
Sia lee SS ie ge ee eet ioe By he re a ” we i aps a See Ce Giee ly ae eee ee F sae gy — ae ‘dl ‘eae 

Is ela J ee ae 0 eg ge i ae ME ee Ch oids j gid Ter = 
“a0 ea) Ses eee ent ee - — ve of Wa ee ee Ee ae on eli i il i Cua Z yi poe ae : a4 
Es een eee i ae ae de pt ee : eo all. ae Hees PO ae Pee Me ee 
i» ele mania ome We re, in eo it ae. Be. , Z ef ee / WP kg ee t ‘a 

Sp vats Ne ee dr. A ¥ " a ° # * + aE, op, Oe ¢, de r, P 4 A grit Nene eee fe Pe Oe See ae y 
akan Se ee, oa oe a Pt ~ a o et F ee es ke eG rae € FE ted ei a ae 
Cece ao ae a eo Pat : ad ete Bes cst é san Oe ees A Be See a. Se 

So ee i ee Fn gl ie a 7 te ee ar TG Grey a. 2: an 

to ee ‘ us beh ee ake wv ve ~ b r: ; Seite" sade ces 5 gees Mtr ee: * : 

a Yaa cae pk ea Oe ee, ee. ca 3 ~ ne poate i : ke Be, A ‘ ee 6% ae RO a a. 
fe ei ule eo et te i ee eee eee o, SO i is 
eae ne ee un aE et <a b an . - : “ ey Ee a sary ae ae uae ea. Bra 
ae, % “i } % J ar ee = jai Per ee Bae 3 
¢ —— a Bee ae ea : OA a ae Fs : ay 2 seal Mee  - eee 

“4 % Si: ? 4 ‘ BOG GES ? 3s es ae 4, 3 “ © oe Moni i, ay: f ——° fc: ae a 
aid bs ae eats A? ae ms Ge Sa Res eee ee Sa 

a 3 eg RR OF gee ee ena 
Sod : sit fo PRGES ae ‘ : ewe eee te : ge et a a 
Ay “a i cae dee Y Be. bapeks oe pty ais - 
ie : par, Ae 2 very at OPED ; rs es se 
ey Es Rey ee Po ey eee me) Set” ae ; 1 gee : PR s. 
4 ° ps So Aer aaa Pale a as : ee fg eae | Peg atria. 
me : ee > ee ; : ‘ Sie a Ss 

q > aie Pee faa ii =e, Seta ees 4 ay eee ete iy: “25 | 

Bae ae Ste «ta 0 aes - aw ey ee Ry ee te ly ioe os 
ay % i. ee ie tom | OR ay ; <2 ee | ame 
Bi ae vee see ae W ORES, 4 Oe - # A ae 
; . A a bs oe 4 ie ect a! Sa A = ER Die a 
e aS 7 inh has af Bs Sia. ial 
a i Pape a 3 
nae . poate e . 
i —— ght | gtk 
oe fs — 

y r “ ™ oa , % Be , , 

r Be Poh ak diy. ‘ eee se es SAE ee ee ae Oe pe Se ee ee sag i 
~ “Pee - ee ena ae ae Sot ie ak cael EP te he Oe 
x a. 53 A ees a 2) ta ae ERNE er i) gy ae “: «3 
ey : Be Ses eee ed rata ee Oe ag tights Sa a 
* ; cai OE orl oe, i ce ae ae ee ee Beta YN we > ca ae ae ; 

Es ; be Ci Sager" “9 ss x ak. Sipe meth ae fe 
' ei ig, eM ian eames 
< Pa ee ee es ; 

; of S. eres Pc Te >. Fa PORN en oe . 

4 :. ae aie Pe Pe ais oe Meme OF si) hee = in ae ota co oat ho ell oa 

¥ ays aS * teow, cae i. ah re re e Me © By i ¥ are: = Pie Pitas d om 

iy Gee Se has ta Sr me or cot a Be ee ied 

mn SER gM he ie aati BE og a ~ ieee. * a Pee vi eS es ie 

5 AS ae ee 2 Re arlene, aE a ie ee tend is eae ge ne J om Ass 
i eR Tee | ed et a ee, ass 
s Seats eer a ee, a: <i eee “a0 ea Wik. i ae sees in es in 

E as Whey: oe. Oe oc 3 , ee ‘ es Bin Sore re eS ae 
- i : i a Se aaa ee eer Tee RS ae 

: Ca MNES ree eg a ee 

oR 2 ees See Pera ee Ak me ; a ft Sod ee ee te at EY a ee “ = his 

“fe bs wgexhen : zi ne gk Lee Peg i RN tee Be oh 12 Ee ee ee ee Pee ge hoe : fe sei ae ha 
a Sa dle: ey 8 Pe aE ne RM NT Ree Se nT OA Se 2 thi ae |} ee oe a: fe ge He er Ge ee a Tette: i 
3 POM gr aT AS eR TI a BO? Sion +s ABR a en nme i 
ret NR aeartes) fas a a igs Ber ce fe Seo SC re enys  ee eal ey a a ie: r Ge, hac y aa fa ga ae 

! bie ; ee i ey eg es hae ee NY ae ies Pe OP att ae ae die tee» ee as 

. a ; Bigs Wain *s 3 bis Ea 7 mae 0a: hut eae Fae 
BAe 4 x) 22 ap, be aah ia ea : ores he ih, Brie ou vee Para Rah oi ae a at ee 
ms ree ee erie Ss aa OE cee PA ER eg mi + ibe oder ew pee oe i i St ae 
ee ee ee Pa soi ge 
rie ety Sane all eee ee rout. 4 ine le ‘ a= “eae Face ae one: zoe 
: - ssh ke Bis os ho nc ea tea eee ma a i ai ee Sere Bi is ie 
sae i . Be ce ih aati h et Lesa eee gsi eee Pee GE wt seem Pt ay cise E 
; ; Ba es a ae eres ty te Pape ath os were: Spey) 39 oi Egat, ve Ete ener ee ata oS es eee eB 5 ie eee ce *y ME ASRS | Srp 
: E : . s . ‘ ey ae ere, 7 
d t . ; ; * as es 
ate 
, : : . iS ay eee: 
w4 ' Fs =) > i 14 . ee ; aa : may 1 Sees homer Uy VA Roatan 
CL) Ld 35 = , cas: pT Geers © ss Se gee Aree $ i ORE en 
Ain 4 ; — — oO e a iN atte wees Sie) TSN eee MRD Goa mae Ree ts | eg een 
"ba A Cf 2, } 3 GA sy menor ee Geren eae ; ia ae iy 
> 3 ‘ fe Vj aoe lela Pe ae Bd im cee alse Pe ea 
YD ASA#HI3 , : , rome es 2) © BS op - y — ae ine, he) 
a7 , iy ic Lh oe : ai ae pat : 
KTSES i ne apver ae - wo - 0 a nl 
/ 7 : Bb. : z E Perr sc  Seeatiw | hy eames 
Jo ” mm, us H wt ~~, 7 I. j j ae: ede i * SERVICE ie Peer es aT 
ME: Me \ 5 ' 1948 oa u Lig ek tees ibd 
FA 4 — ] f/ Fi, ( a a %s in Sa ee LD "Ste, Ne eo ‘ 
te 2 a “c ) ee Ee eae se 
ee Bet Koma BN i { 2 cab es es eee: 
i - fa (] 4 4 OP ee pt ae ee 
i” ? Big! , | aka i ee ee a 
4 “)) a | : /AN agit = 
s 2 ee A ae * 4 o f 
on * tt f is : 
ene: = cee fis sg N ed . Naga ula a 
Ay Sipe Ee Gee ed \ : ~~ gp Bip xg. Oe ae Cee 
em es — ont. : i= 
— ee. wd . - * : 
a 
re ae ee eee ae 
ee UL oer eae eee 
oe poe rae Aa id 
ee = erp eee 
See) Pa a te ea 
Sole VME aorta 
2 leod y 
Ae en ee 
are oe ee ee or 

: : y * Pie vom x A ot ; i 2 ‘ i Roikbeon oe ora ee ee Wi oe ee ; Ho Fi eer x eaee ois = 2 oe i piles, ports ed ‘ ee ae yh toe 

aris dae etek poe S ay ees a athe ae igs 4 rg via a aa eves oe ky se et SPT se é oe 7 eee ny? © * . age ie be er * iv ee ee a Pee es ¥ eee rte anal & yeh ee be Sess bea Fe neti : : oe ere as es ae <i z Zs eae ca a AF ~ : fies hy ae An oe & a: et ~t Pen es 1 “a 

YeeRR YES ee WS a Renee ana, Ra cbs Me A TL” iat ene a ites ieee Bin aed Palisa er wR ER TE Knit Ye CURR CK Rien Nona RS ROY LGN NaN, De ENS MPR aS tsa ae See he peel ER Pa RETR, SN, Ge A BS EE ee Seg gee Rs | ae Cilah ee tne oN ere: Pa $y Re ee Se oe ee ee ee Se oe eee vies 

* SABRES Ain EIER AED AC a SCS SOMO BT eS oa SiS RGR MBA ge if AR ESIC a RRS SN i MRE Re ig ace Ee UEP OR (SION CORN ae MRRP Tia ES TENS ele a Se eh Enh ale OU rc 
: be Pe eG eng rok wa en ens ig RoI ce he a og Tae LO Mie See Ea ONE TEE NEE RNS Ce an MR lee toe Pe Cog CRE. ant Gt ee 


a 


a ae 


iy 
Bae 
Ae 


46 


Cory Advances Alexander 


E. J. Alexander has been ap- 
pointed sales manager of com- 
mercial products of Cory Corp., 
Chicago, manufacturer of Cory 
coffee brewing equipment and 
home appliances and Fresh’nd- 
Aire electric fans, air circulators 
and humidifiers. Mr. Alexander 
was formerly head of the Cory 
service organization. 


From your artwork — 


RABBIT COLOR PRINTS 
“They're fast, 


they're cheap, they multiply." 
For sales promotion, dis- 


presentations, 
ploys, etc. Full color facsimilies from your 
colored layouts, proofs, paintings—or Ko- 
dachromes. Ten duplicates minimum order. 
16""x20" largest. 
Thomas B. Noble Associates 


270 Park Avenve, W.Y.C. 17, MUrreay Hill 8-009! 


Bachenheimer and Lewis 
Form New York Agency 


Marshall F. Bachenheimer, for- 
mer vice-president of Chernow 
Co., New York, and Irving Lewis, 
former executive director of Har- 
rison Services, New York, have 
formed Bachenheimer-Lewis 
Agency, New York, with offices at 
341 Madison Ave. 

The new agency’s accounts in- 
clude Kaufman Knitting Co., Min- 
neapolis; Valincot Garment Co., 
New York; Vali Fashions, New 
York, and Major Television Corp. 


Prestige Names Durstine 

Prestige, Inc., New York, hosiery 
manufacturer, has appointed Roy 
S. Durstine, Inc., New York, to 
handle its advertising. 


5 States Lift 


Margarine Laws; 
9 May Follow 


Referendum Used 
To Pry Legislation 
From State Solons 


New YorkK—In the past month, 
five states have considerably 
altered their oleomargarine laws, 
and indications show that more 
may do so during current legis- 
lative sessions. 

Further, margarine proponents 
think the 81st Congress may re- 
peal the federal government’s 63- 
year-old margarine excise tax. 
The House committee on agri- 
culture is considered likely to ap- 
prove the bill, and will open hear- 
ings. March 1. The 80th Congress 
brought repeal legislation to the 


floor with a discharge petition. It 
passed the House but died in a 
Senate filibuster, staged by dairy 
state senators. 


a Since late January, these states 
have taken action: ; 

Tennessee repealed anti-marga- 
rine laws, revoking (1) a 10¢ per 
pound tax on yellow margarine, 
(2) a ban against yellow color on 
cartons, (3) prohibition on use of 
margarine in state institutions, 
and (4) license fees of $300 for 
manufacturers, $75 for wholesalers 
and $5 for retailers. 

Michigan repealed its prohibition 
against manufacture and sale of 
yellow margarine, and opened the 
way to manufacture and sale of 
yellow margarine without state 
taxes. Issue came to the legis- 
lature by petition of 175,000 voters, 
which under Michigan law gives 
legislature 40 days to act, failing 
which the proposal must be sub- 
mitted to voters. 

Washington’s legislature has 
sent to the governor a bill per- 
mitting sale of white margarine 


She has less 


The city woman in a midget apartment may find 
time heavy on her hands, battle boredom with 
bridge and B-movies... but her farm sister leads a 
busier life, with more tasks to be done in less time. 

Business partner as well as homemaker, she keeps 
up with farm business, sometimes checks the books, 
pinch-hits occasionally with the livestock and 
milking . . . feeds the hens and collects eggs, tends 
her garden, gathers fruit and vegetables, separates 
cream, cleans separator and milk cans, watches her 
shelves and orders ahead . . . spends time with her 
pre-school young, sees to it that the seniors are on 
schedule . . . drives to town to shop, keeps up with 
committees and churches. 


Her day is heavier. . . also her table, with three 
full meals a day for a larger family with outdoor 
appetites, plus perhaps a hired man, extras at 
harvest time, occasional visitors, children’s friends. 

A better buyer for better brands, the homemaker 
on the better farms is an overlooked and under- 
advertised grocery prospect... the most missed Mrs. 
of the most missed market! 

Like other busy wives on the nation’s top farms 
of the 15 Heart states. . 
magazines, but along with her husband is a regular 
reader of SuccessFUL FARMING—guide to better 
living as well as better farming! 

SucCESSFUL FARMING has more than 1,200,000 
circulation, concentrated among Heart states 
farmers with the best soil, highest yields, largest 
incomes. .. average 1947 gross $9,890 (excluding 
gov’t payments), $4,000 above the U.S. farm average. 


Savings of the seven best years in the history 
of agriculture, record production and demands... 
make the SF audience (both genders!) today’s best 
class market... without which no national advertising 
is really national. Data and detail, call or write any 
office .. . Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


. She reads few general 
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Advertising Age. February 21, 194: 


— 
CAMPUS CRISES 


When you find worn stewdy hear! throb P, Gree voursatt « TREAT! Cheer ap _ 
wth the ng college athlete son shes F j light up_.an OLD GOLD. tor a 
ging you the REAINEAE Thats your cus to. \./ TREAT instead of the TREADNENT | 
YQ 


COLLEGE STUFF—In campus newspape: 
of ten colleges, P. Lorillard Co. 
running cartoon copy similar to this for 
Old Gold. Copy plays the treatment anc 
treat theme, and each copy block differ: 
with the insertion of the school name 
Lennen & Mitchell is the agency. 


without the present 15¢ a pound 
tax. Margarine is currently sold 
in only 2% of the state’s grocery 
stores. 

Wyoming repealed a 10¢ per 
pound tax on margarine with less 
than 20% animal fat, which per- 
mits entry of conventional vege- 
table oil margarine into the mar- 
ket. 

Idaho reduced retailers’ license 
fees from $50 to $5, and whole- 
salers’ fees from $200 to $25. 


= Legislation to repeal state anti- 
margarine laws is being considered 
by legislatures of California, 
Connecticut, Delaware, New 
Hampshire, New York, Ohio, Ore- 
gon, Pennsylvania and Wisconsin. 

Since 1939, 33 states have re- 
pealed or modified anti-margarine 
laws, and only 18 now have laws 
which margarine forces regard as 
“severe.” F 

In 1948, five states—Maine, 
Maryland, Massachusetts, Miss- 
ouri and New Jersey—lifted pro- 
hibitions against yellow marga- 
rine’s sale. 

Despite these gains, yellow mar- 
garine is sold in only about 3% 
of U. S. retail outlets, and white 
margarine in 60%. 


a The margarine forces have em- 
ployed petitions with considerable 
success. In Ohio as in Michigan, 
legislation for repeal of margarine 
laws entered the legislature by 
referendum petitions; if the legis- 
lature fails to act favorably, the 
voters will have the issue presented 
to them in the fall. Labor and con- 
sumer groups spearhead the mar- 
garine fight. 

The bills take a variety of 
forms—some repealing license 
fees, others permitting the sale o! 
yellow margarine, and some per- 
mitting its use in state-maintain 
institutions. 

Yellow margarine must. stil! 
work its way around a 10¢ feder® 
tax. White margarine carries on!) 
a quarter-cent federal tax. 

‘Despite these taxes, the N: 
tional Association of Margari) 
Manufacturers reported sale 
925,000,000 ibs. in 1948, a reco! 
year. 


— ern DO 1 


Appoints Simon & Smith 


Simon & Smith Advertisin 
Agency, Portland, Ore., has be« 
named to direct the advertising 
Timber Structures, Inc., Portla 
and Eugene, Ore., manufacturer 
roof trusses, glued laminaté 
beams and arches, bridges, far 
structures and other laminat« 
timber products for the buildi: 
and construction field. 


Yankee Metal to Picard 


Yankee Metal Products Cor; 
manufacturer of mirrors, dire: 
tional signals and lamps for pa: 
senger cars and trucks, has aj 
pointed Picard Advertising Co 
New York, to handle its accoun 
Trade publications and consume: 
magazines will be used. 
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Arkansas, Texas and Oklahoma. | greater cost, he declared, but union | said, don’t want special conces- | their board of directors to take 


_ 
Lower Profits ‘opposition again is a stumbling| sions, nor do they want to see a | whatever action is necessary to 


s Ray Kimball, publisher, Citizen, | block. ‘large deficit registered for second | present their case before Congress 
De Queen, Ark., adopted the plan Inland members delayed taking | class which may not be properly|on the proposed new labor-man- 


Ahead Inland in 1941 with four papers operating | any action, as a group, on the| chargeable to that postal class. The 
1 / under the same management and | threatened boost in second class | Post Office Department’s account- - 
since has extended it to eight dai- | postage rates, but Dudley A. White, ing methods, he said, are “almost —BURBANK, CALIF.—. 
A lies. The circuit operates from 7:30}publisher, Reflector-Herald, Nor- | antediluvian,” while the Hoover Population 76,681 
Members gree a.m. to 3:30 p.m., uses a combined | walk, O., who is chairman of In- |Commission’s report has focused A Championship Market 


land’s postal affairs committee, | attention on its failure to modern- is the Home of Jim Jeffries 


Associated Press-United Press news 

H report, and costs, for telephone | urged members to let the commit- 
Use of Cost Figures, wire charges, 71¢ a mile per month. | tee know as quickly as possible 
Budgeting Are Urged The regular news services could | their reactions to the forthcoming|# On another Washington front, 
in Making Economies provide this same service at no | bill in Congress. Newspapers, he| Inland dailies voted to instruct 


ize, improve mail handling, etc. Former Heavyweight Boxing Cham 
P 8 . and Still a Champion Citizen at 73 


BURBANK DAILY REVIEW 
Burbank’s Only ro | Newspaper 
Est. 1 


Cuicaco — Newspapers will be 
confronted this year with substan- 
tially reduced profits, and even red 
ink and possible consolidations for 

yme marginal operators, members 

f Inland Daily Press Association 
were warned last week. 


* B. H. Ridder Jr., general man- 

nd ager, Herald and News Tribune, : onan 

ers Duluth, Minn., and head of In- : 4 ei a Sennen ~ 
ne land’s cost committee, issued the : ities WO ane 


warning at a round table discussion 
—- of rising costs during the newspa- 


ind per group’s 65th midwinter meet-| § 
old ing here Feb. 14-15. | { 
ory That profits probably will be| 
lower, said Mr. Ridder, is borne| 
Der out by the report of 25 Inlanders| at 
ess who said that during 1948 they a) Se 
er- were able to retain only 1624¢ out A 
pe. of each dollar of gross volume be- Ni 
ar- fore taxes, compared with 19¢ in eS 
‘47 and 22¢ in ’46. These papers Si / 
nse also reported that departmental | ‘ 
le- payrolls account for 49.5% of their 
expenses, which have increased at 
a much faster pace than postwar 
iti- income and actual dollar volume. sl , ; | 
red ; / Yj iG y ; Yy Y YY a FS NS ‘ AO NY * » ‘ae 
‘ia, # The need to pay more attention yj Yo i Ly, Vg BAY LX 
Lewy to operating economies, and elim-| im Y py Y A es : ae | ey 
re- inate “careless and negligent” ex-| Hi Li YY } aN \ 4 
sin. penses, was coupled with a plea by 
re- Clifford G. Ferris, editor and gen- 
‘ine eral manager, News, Rhinelander, 
ws Wis., that more Inland members 
as cooperate by supplying their fig- 
ures for the association’s confiden- 
ine, tial cost and revenue studies. Fig- 
iss- ures for 1948, which probably will 
a. be rereased in April, will show the | 
ga- percentage of increase in advertis-| §  -»$» "Io i. gen 
ing rates effected by the cooperat- | 
ar- ing members since 1945, as well as 
39 additional data on ’48 income and 
nite expenses. Advertisers in South Dakota Dailies collect huge sales dividends from 


Actual budgeting of newspaper | the rich state of South Dakota where $300,000,000 in ready cash is 


departments was urged by Ben. H. | waiting to be spent on breakfast foods and carpets . . . roofing and radios 

m- Potter, co-publisher, Argus, Rock | _.. autos and appliances ... for scores of products South Dakotans watts of electricity and irrigate 750,000: acres 
ble ‘sland, Ill, as a means of deter-| are eager to buy! with the Oahe Dam alone! South Dakota’s 
_ cut die porn err to! future growth is assured by this gigantic pro- 
Il or hensh aGveltiiing aan ae Thriving Agriculture—Mammoth Construction Projects gram of flood control, navigation, irrigation 
sis- tion rates, and to keep a closer tab An abundant, fertile agricultural economy has poured a silver and power development to further enETOVe 
She on actual operations and eliminate stream of dollars into the hands of rural and urban residents. The one of the nation’s richest agricultural states! 
ted the customary “lag” in the appear- great outpouring of wealth from South Dakota’s farm economy and SDailies Dominate the Market! 
‘on- ance of red ink on the ledger pages. related industries is a stable, dependable flow of purchasing power, es he fl fb 
ar based on scientific farming and soil conservation South Dakota Dailies control the flow of buy- 


# As one means of reducing me- ing power at its source! Ninety per cent of 


methods that assure long-term farm prosperity. 


the . " ° p = 9 plana 

7 of vena ak nee More than six billion, three hundred and sixty — cared 3 a sage ay mee ~~ = 

re on the automatic Sultenmene million dollars now being spent on the Missouri — L all ance vo ae 1 all ait | 
.. and its use in connection with River Plan will help maintain South Dakota’s South Dakot Oration an co | len on yo 

ned newspaper leased wire circuits. prosperity at its all-time peak! The great Missouri u akota a are uncna nls 5 f y 

Teletypesetter Corp. equipment hit | construction projects will directly out-of-state metropolitan con aad onsesy. 4 

still the market back in 1928, but union | influence 97% of the state’s area, tablished, thoroughly read an gg 

eral 'esistance delayed the spread of its provide 800,000 additional kilo- these six influential South Dakota Dailies 

only se in newspaper plants. will sell your products to customers who have 

A survey of Inland members re- the cash-in-hand to buy now. Advertise in 

No- ‘ealed that 25 now are operating South Dakota Dailies—use the one practical 

rine cletypesetter equipment, includ- | channel to rural and urban readers in the 

7 Bd — py ay by < f _ Complete heart of rich, responsive South Dakota! 
4 000 bracket and seven in the f&- \ | _ Facts On South Dakota—Land of Opportunity 
.000-plus group. Their equip- _ Tapping the Alert manufacturers and distributors consider 


‘nt includes 62 tape perforators erv 
d 56 Teletypesetter units. Res oir Of 


The closed circuits, employing oe ai : Buying Power 


South Dakota’s many advantages when plan- 
ning expansion or decentralization. Abundant 


. os 
® 
~~ . 

= ua 


: eletype tape machines and trans- | in Rich South natural resources and friendly American labor 
lar itter distributors from the central ce. ; % _..a fine highway system that is constantly being improved and 
Jr ‘nding points, and tape reperfor- Y a . expanded by the State Highway Commission .. . well-developed 
te ‘‘ors, monitors and automatic type- ae recreation facilities under the direction of the department of Game, 
a “aaeioae Bison pas prey: a = Fish and Parks... these and many other benefits in progressive 
dit coontaiy in flinela. Stencne. \, South — encourage the growth of American industry. : 


— 80,000 


primary teachers 
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agement law. In a resolution ap- 
proved unanimously, the group 
commented that the present con- 
troversy in congressional commit- 
tees over the proposed legislation 
is, “at least in part, a transfer to 
Congress of the issues presently 
involved in court action” in which 
Inland, ANPA, the International 
Typographical Union and others 
are parties. 

Without referring directly to 
ITU President Woodruff Randolph, 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
. BUSINESS we fae 


GENERAL 
PAPERS APERS MAGAZINES 


343 So. Dearborn St., Chicago 4 


who testified recently before the 
Senate labor committee, the reso- 
lution charged that the action of 
many Inland members “has been 
assailed improperly and their po- 
sition grossly misrepresented in 
testimony.” 


ws A total of 111 newspapers were 
entered in the tenth annual typog- 
raphy contest sponsored for Inland 
members by the Northwestern 
University chapter of Sigma Delta 
Chi, and the following awards were 
made in five classes, according to 
size of circulation: 

Class A (Up to 5,000 circula- 
tion): ist, Times Herald, Carroll, 
Ia.; 2nd, Freeman-Journal, Web- 
ster City, Ia.; 3rd, Recorder, Al- 
bion, Mich.; honorable mentions, 
Register-Democrat, Portage, Wis., 
and Journal, Wheaton, II. 

Class B_ (5,000-10,000 circula- 
tion): ist, News, Midland, Mich.; 
2nd, Freeman, Waukesha, Wis.; 
3rd, News, Newton, Ia.; honorable 
mentions, Courier, Winfield, Kan., 


‘and News, Sault Ste. Marie, Mich. 


Class C (10,000-25,000 circula- 
tion): ist, Post-Bulletin, Roches- 


ter, Minn.; 2nd, News, Kenosha, 
Wis.; 3rd, Dispatch, Moline, IIL; 
honorable mentions, Press, She- 
boygan, Wis., and Journal, East 
St. Louis, Ill., 

Class D (25,000-75,000 circula- 
tion): 1st, Post-Crescent, Apple- 
ton, Wis.; 2nd, State Journal, Mad- 
ison, Wis.; 3rd, Press, Pontiac, 
Mich.; honorable mentions, Citi- 
zen Patriot, Jackson, Mich., and 
Tribune Chronicle, Warren, O. 

Class E (over 75,000 circula- 
tion): Ist, Milwaukee Journal; 
2nd, Salt Lake City Tribune; 3rd, 
St. Paul Pioneer Press; honorable 
mentions, Chicago Daily News and 
Duluth News Tribune. 


Gets Shasta Area Account 


Beaumont & Hohman, San Fran- 
cisco, has taken over the adver- 
tising account of the Shasta Cas- 
cade Wonderland Association, 
Redding, Cal. 


Names Van Diver & Carlyle 


“Millett Corp., producer of Cellu- 
cord rug-backing yarns, has re- 
tained Van Diver & Carlyle, New 
York, to handle its advertising. 


N.Y. Stock Exchange Ads 
Feature American Families 


A new campaign has been laun- 
ched for the New York Stock Ex- 
change, illustrating how stock in- 
vestments fit into the lives of “av- 
erage” American families. The first 
ad shows how a typical family in 
Villa Ridge, Mo., is planning se- 
curity by home ownership, savings, 
insurance and stock investment. 
The first page ad will appear in 
the Feb. 26 Saturday Evening Post, 
and in 15 other magazines and 
business papers in March. Gardner 
Advertising Co., New York, is the 
agency. 


Laurentide Appoints Cote 


J. W. Cote, formerly Quebec 
general sales manager of Hoover 
Co., has been appointed general 
sales manager of Laurentide Equip- 
ment Co., Montreal, contractors’ 
equipment and tractors. 


Siewek Tool to Spinning 

Siewek Tool Co., Detroit, man- 
ufacturer of standard drill jigs 
and fixtures in the metal working 
industry, has named Rolfe C. 
Spinning, Inc., Detroit, to handle 
its advertising. 


great words about | 


a great territory 


it now: 


“| have said it often, and | want to repeat 


Here, in the Rocky Mountain Empire, 


is the last great frontier of the nation. 


You in this area have a rendezvous 


with destiny.” 


From a speech by Secretary of Agriculture, Charles F. Brannan 


Denver, Colorado —January 12, 1949 


Published in the interests of the Rocky Mountain Empire 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


pa 


EDITOR AND PUBLISHER 
PALMER HOYT 


Advertising Age, February 21, 194 


Freez-King Plans 
Trade Publication 
Drive This Autumn 


Cuicaco—Freez-King Cor, . 
which recently introduced its lov, - 
price, portable automatic freez: - 
for frozen custard, soft ice crea), 
and similar products, has opened , 
preliminary campaign in the r-- 
frigeration trade press designed : ) 
build its distributor organization. 

The company, which has als) 
been named by Mills Industries «s 
the national distributor for the 
Mills freezer, expects to launch an 
extended drive in drug and grocery 
publications later this year. The 
object, of course, is selling retaile: s 
on the idea of installing the ma- 
chines in their stores as an addi- 
tional source of profit. 

Appointment of Freez-King tv 
handle the Mills freezer gives the 
corporation. “a complete line of 
freezers and hardening cabinets 
that cover all frozen product re- 
quirements.” 

The Freez-King, priced at $1,400 
and up, is a continuous flow de- 
vice—that is, the top portion is 
kept filled with mix, and the ma- 
chine controls the flow of mix into 
the freezer. The Mills freezer, a 
miniature ice cream factory, is 
priced above $2,000. 

Sibert Co. Advertising, Chicago, 
has the account. 


New Plasta Starch 
Bows on East Coast 


PHILADELPHIA—A newspaper 
campaign in the East, forerunner 
of a similar drive in other parts 
of the nation, has been launched by 
the Gordon Chemical Co. for its 
new Plasta Starch, a liquid starch 
which can withstand eight wash- 
ings. 

An 1,890-line ad in the New York 
World-Telegram broke the cam- 
paign. Additional space in other 
New York papers will be taken as 
soon as production can meet the 
preliminary rush demand. 

Ads in Philadelphia papers fol- 
lowed on a cooperative basis with 
N. Snellenburg & Co. These are 
being repeated. Boston, Baltimore, 
Newark, Washington and other 
East Coast cities will be added to 
the campaign within a month. By 
spring, markets in other sections 
will be opened. Radio spots will 
follow all newspaper space. 

Advertising is being placed 
through Seberhagen, Inc., Phila- 
delphia. 

Gordon Frechie, 29-year-old 
president of the Gordon Chemica! 
Co., said distribution has been 
arranged for his product through- 
out the country. Preliminary re- 
sponse has been such, he said, 
that his firm is rushing through 
additional production facilities 
Mr. Frechie formerly was a chem- 
ist with Sharpe & Dohme, Phila- 
delphia. 

The product and initial copy ar 
similar to that of National Textil 
& Chemical Laboratories’ Perm: 
starch, on the market for a year. 


Names Cockfield, Brown 


Cockfield, Brown & Co., Winni- 
peg, has been appointed to handle 
the advertising of Dominion Tan- 
ners Sales Corp., the sales or- 
ganization for Dominion Tanner: 
Ltd., Winnipeg, producer of leathe! 
for shoes, gloves, garments an 
sports equipment. 


Royce Chemical to Lewin 


A. W. Lewin Co., Newark of- 
fice, has been appointed to handle 
the advertising of Royce Chemica! 
Co., Carlton Hill, N. J., make! 
of Royox, a liquid concentrated 
household cleaner. 


Names Geare-Marston 


United Engineers & Constructors, 
Inc., designer, constructor and con- 
sultant, has named Geare-Marston, 
Inc., Philadelphia and New York, 
1o handle its advertising. 
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‘FOOD BANK’—This is one of the dealer 

cooperative newspaper ads prepared by 

LeVally, Inc., to tie in with the ‘49 na- 

tional advertising campaign of the Deep- 

freeze division, Motor Products Corp., 
Chicago. 


Deepfreeze Will 
Ask Its Dealers 
to Buy ‘em, Too 


New Personal Purchase 
Plan Revealed; ‘49-50 
Ad Drive Is Expanded 


CuicaGo—The Deepfreeze divi- 
sion of Motor Products Corp. has 
unveiled its 1949-50 merchandis- 
ing and advertising plans along 
with a special drive to saturate a 
highly-important market—its own 
dealers and distributor salesmen. 

F. F. Duggan, general sales man- 
ager of the company’s home free- 
zer division, announced the pro- 
gram to sell dealers Deepfreeze 
units for their personal use. The 
plan is based on the theory that, 
like the Cadillac salesman who 
would bicycle to work, the Deep- 
freeze dealer who isn’t acquainted 
with the merits of that product 
isn’t a top-notch operator. 

The personal purchase plan will 
be offered through the 63 Deep- 
freeze distributors to the company’s 
more than 7,000 dealers, as well 
as both distributor and dealer 
salesmen. The units will sell at 
distributor cost plus 5%, with the 
factory giving the distributor an- 
other 5% when the deal is com- 
pleted. 


# Plans to intensify national ad- 
vertising of the new line of ap- 
plianees, as well as dealer-coopera- 
tive advertising and promotion, 
were outlined here at a one-day 
meeting of central district distribu- 
tors and their representatives. The 
same program will be staged later 
for the three other districts, with 
company-conducted sessions in 
New York, New Orleans and San 
Francisco. 

The new Deepfreeze models, re- 
tailing from $149.95 for a small 
family unit up to $599.50 for an 18- 
cubie foot freezer for large family 
or farm use, will be promoted as 
“the world’s first and finest” with 
copy in American Magazine, Am- 
e: can Home, Better Homes & Gar- 
dis, Country Gentleman, Field & 
S'-eam, Holland’s Magazine, House 
B vutiful, McCall’s, Pathfinder, 
Progressive Farmer, The Saturday 
Evening Post, Successful Farming 
aod Sunset. Beginning in March, 
Si. Or more magazines will be used 
ech month on a staggered 
Sc 1edule. 


# In addition, Deepfreeze splits 
the cost of dealér cooperative ad- 
vertising in newspapers, radio and 
te evision, outdoor, movie trailers, 
etc., and will urge them, through a 
hew distributor portfolio, to tie in 
vith consistent campaigns at the 
cal level. Other retailer aids in 
e new merchandising program 
clude display material, demon- 
ration ideas, a new slidefilm, 
frozen Assets,” distributor-con- 
“ucted freezer schools in individ- 
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ual stores for the retailer’s pros- 
pects, a new “Homemakers Man- 
ual,” which will also be offered 
in magazine copy, merchandise 
prizes, etc. 

Quotas have been set for each 
area, and Deepfreeze announced a 
new 90-day financing plan to spur 
both distributor and dealer sales. 

Rhoades V. Newbell, Deepfreeze 
advertising manager, told the dis- 
tributor group that the division 
has proved its national magazine 
advertising to be powerful “local” 
advertising through a check of 
1948 inquiries stimulated by cou- 
pons. Mr. Newbell said 15% of the 


dealer organization had reported 
that of these coupon “hooks,” 5% 
resulted in actual sales and 32% 
uncovered good prospects and 
probable eventual sales. 


w The division’s advertising and 
sales promotion budget for the fis- 
cal year starting next July 1 is 
$600,000, a “conservative” figure, 
Mr. Newbell told ADVERTISING AGE, 
compared with $475,000 for the 
year which ends June 30. National 
advertising will account for 72% 
of the total, dealer co-op promo- 
tion 18.5%, and 9.5% will be spent 
on sales promotional material, with 


dealers and distributors sharing 
part of this cost. 

The °’49-50 budget does not in- 
clude promotion of the Frostair 
Duplex refrigerator and frozen 
food locker, which Deepfreeze pur- 
chased last year from the Frostair 
division of General Tire & Rub- 
ber Co., Chicago. This appliance is 
being promoted to dealers, with 
special emphasis on the replace- 
ment market, but will not figure 
in the national ad drive to start in 
March, 

LeVally, Inc., Chicago, handles 
the Deepfreeze account, which it 
took over last month. 
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Yes, almost 35,000,000 addresses—all the pros- 
pects you "ll ever want! Virtually 90% of the 
nation’s families are covered in this list that cost 
over $1,000,000 to compile. All or any part of 
it is available to you for mailing samples or 
coupons at a fraction of the compilation cost. 


You can select any city in the country or all of 
them. You can select an entire city or any part 
of it. Whatever locality you want, you can get! 


No other national list is as complete or up to 
date as this one . . . and it is continually being 
augmented, checked, and corrected. Best of all, 


cel por eye i ee A ce =a 
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material addressed to this list has proved to be 
over 98% deliverable—a new high for mailing 


list accuracy. 


So if mail sampling or couponing fits into your 
promotion and merchandising plans—or is worth 
testing to find out—get in touch with your near- 
est Donnelley office. Mailing coverage and prices 
for any city in the nation are yours for the asking. 


In addition to addressing to any area you wish, 
we are fully equipped to handle all mailing and 
assembly operations and can meet any release 


date you specify. 


jai Canora 


“35 million 
“families that you 4 
can reach by mail 
for sampling = : 
or couponing 
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THE REUBEN H. DONNELLEY | CORPORATION 


350 E.22nd ST. 


305 E. 45th ST. 


727 VENICE BLVD. 


LOS ANGELES 15, CALIF 
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44 Big Agencies Billed 
$1,100,000,000 in ‘48 


(Continued from Page 1) 
Although in the accompanying 
table 11 of the 44 for 1948 are 
shown with an asterisk, indicating 
“estimated,” the degree of coop- 
eration varied within both the 
“estimated” and “non-estimated” 


groups. 


s For example, Bernard C. Duffy, 
president of BBDO, not only has 
cooperated in these annual reports 
from the start but last year he 
said in a talk before advertising 
students (AA, May 10, 1948): a 
see no harm in publishing ad- 
vertising agency billings figures 
_..Let’s stop trying to hide the 
fact that advertising is a big bus- 
iness.” 

Several executives went to con- 
siderable trouble to get exact fig- 
ures—the problem of those with 
overseas offices being made more 
difficult by delay in getting re- 
ports on late-1948 volume. 

Some provided fairly close fig- 
ures, but requested asterisks. 


s Considering the 11 asterisks as 
“guesses,” these might be broken 
down—largely by degree of coop- 
eration obtained—into “good 
guesses” (JWT, Ayer, B&B, Kud- 
ner and MacManus, John & Adams) 
“medium guesses” (Esty, Biow, 
Campbell-Ewald and Lennen & 
Mitchell), and “maybe bad 
guesses” (Y&R, and Erwin, Was- 
ey). 

Sigurd Larmon of Y&R and 
Howard Williams of E,W provided 
facts but were mum on figures— 
would not, in fact, even help AA 
to estimate. 

On the other hand, John Wiley 
of Fuller & Smith & Ross and 
Barry Ryan of Ruthrauff & Ryan 
finally decided against asterisks. 


a Although C. D. Newell of New- 
ell-Emmett cooperated fully, he 
chided AA on this “quantitative” 
analysis. He thought we should 
evaluate agencies “qualitatively.” 
(As if the effort to find how big 
did not cause ruckus enough, he 
would have AA try to show how 
good!) 

Henry Ewald of Campbell- 
Ewald thought that the study 
should concentrate primarily on 
the net worth or solvency of the 
agencies, and Ray Vir Den of Len- 
nen & Mitchell averred that ability 
to make a profit in these high-cost, 
fast-changing times belonged in 
the report. 

American Association of Adver- 
tising Agencies finally has ended 
opposition to publication of these 
data. But the Four A’s urged AA 
to point out (as it has in the past) 
that an advertising agency’s own 
actual gross income is the 15% 
commission which it gets on space 
and time placements and in fees. 


@ On the $1,100,000,000 billed in 
1948 (and this total includes some 
fees multiplied by 634 or 7 to rep- 
resent equivalent of billings) 
these 44 agencies had combined 
gross income of about $160,000,000. 
From this figure they had to meet 
all expenses—including the sal- 
aries of their more than 20,000 
people, whose skills are largely 
responsible for the development 
of most of the large and many of 
the smaller businesses in this 
country, and whose _ techniques 
are helping to build businesses 
throughout the world. 

The number and variety of 
services which agencies render ad- 
vertisers continue to grow. Not all 
of them can be paid for directly 
by the client. In new services, 
such as television, agencies are 


risking a lot of their own money. 

After all this, even in a period 
of advertising expansion, agencies 
are lucky to average 1% profit on 
the billings. On this basis the 44 
largest agencies had a combined 
net profit of about $11,000,000, or 
an average net profit of only $250,- 
000. 

Here are the year’s billings- 
trend high spots for individual 
agencies: 


a J. Walter Thompson Co. moved 
into its 85th year by continuing 
a steady world-wide expansion. 
Officially, JWT executives re- 
ported only that “foreign and do- 
mestic business both were ahead, 
in line with the industry as a 
whole.” Domestic-foreign ratio 
continued about four to one. Early- 
1948 loss of Lincoln-Mercury to 
Kenyon & Eckhardt was met by a 
sharp increase in connection with 
the debut of the new Ford models. 
JWT added Millers’ National Fed- 
eration, Trailer Coach Mfrs. As- 
sociation, started advertising for 
National Fisheries Institute, and 
was appointed by National Shoe 
Retailers Association. Other addi- 
rtions included Pepsodent’s Rayve 
home permanent and New Holland 
farm equipment, both now starting 
campaigns; Purolator, Brach (box 
candy), Grid-L-Rich pancake bat- 
ter, Arnold, Schwinn bicycles, and 
part of Oneida silverware. Such 
bellwethers as Swift Packing, El- 
gin watch and RCA Victor ex- 
panded. Standard Brands con- 
tracted. Guinness Stout went to 
Hewitt, Ogilvy, Benson & Mather. 


ws Young & Rubicam said that its 
billings were “decidedly up.” Big- 
elow-Sanford carpet came in from 
Newell-Emmett; International 
Harvester trucks from Aubrey, 
Moore & Wallace to the Chicago 
office, which had previously add- 
ed Schlitz beer, and Corning Glass 
(consumer advertising) from 
BBDO. National Paint, Varnish & 
Lacquer Association named Y&R 
for a $2,000,000-a-year program, 
now getting under way. General 
Foods, the agency’s largest ac- 
count, and Hunt Foods expanded. 
A full year of billings was had on 
Northam Warren, obtained from 
JWT in late 1947. Lever Bros. 
volume was larger. One loss was 
Deering, Milliken fabrics. The Lon- 
don office was “doing well,” with 
the addition of H. J. Heinz in 
Britain, but Mexico City was quiet. 
The two Canadian offices were re- 
ported making progress. On Y&R’s 
25th anniversary, last May, Pres- 
ident Larmon said: ““We don’t want 
to be the biggest—just the best.” 


s Batten, Barton, Durstine & Os- 
born (which wouldn’t mind being 
both biggest and best) moved 
from fourth to third place, and 
boosted billings $12,000,000, chiefly 
from its first eight months of 
Lucky Strike cigaret (from Foote, 
Cone & Belding) and Rexall Drug 
(from N. W. Ayer & Son). In the 
process it lost Brown & William- 
son’s Kool and Life cigarets to Ted 
Bates & Co. and E. R. Squibb & 
Son to Newell-Emmett. In late- 
1948 Corning Glass went to Y&R. 
Dennison Mfg. came in from 
Charles W. Hoyt Co., part of Per- 
sonal Products from Ayer, and 
BBDO had _ substantial billings 
(if not complete sales results) 
from the Republican Party. The 
agency got more products of Gen- 
eral Mills, more billings from such 
accounts as General Electric, Easy 
Washing Machine and Wildroot 
hair tonic, and its first full year 
of Trans World Airlines. This 
year marks the 30th anniversary 
of Barton, Durstine & Osborn, 
founded in 1919—which joined in 
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Billings of Advertising Agencies 
$10,000,000 and Over Group 
Rounded, usually, to the nearest $1,000,000 
(000,000 omitted) 

Copyright, 1949, by Advertising Publications, Inc. 

1948 1947 1946 
1. J. Walter Thompson Co. *115 *103 *82 
2. Young & Rubicam *75 *65 *59 
3. Batten, Barton, Durstine & Osborn 72.1 59 51 
4. N. W. Ayer & Son *67 64 53 
5. McCann-Erickson 54 51 46 
6. Foote, Cone & Belding 52.6 52.4 40 
7. Dancer-Fitzgerald-Sample 37 36 31 
8. Grant Advertising, Inc. 37 31 25 
9. Ruthrauff & Ryan 36 34 - 32 
10. Benton & Bowles *34 *27 *23 
11. William Esty & Co. *30 27 18 
12. Biow Co..- *28 25 25 
13. Newell-Emmett Co. 26.4 25 19.3 
14. Kenyon & Eckhardt 26 21 19 
15. D’Arcy Advertising Co. 24 20 20 
16. Erwin, Wasey & Co. *23 *19 *19.5 
17. Compton Advertising, Inc. 22 21 20 
. 18. Maxon, Inc. 21.6 19 14 
19. Fuller & Smith & Ross 20 *18 *15 
20. Kudner Agency *20 *16 14 
21. Ted Bates & Co. 18 17.5 16.5 
22. Campbell-Ewald Co. *17 *17 *14 
23. Leo Burnett Co 14 12 10 
24. Geyer, Newell & Ganger 14 12 10 
25. Lennen & Mitchell *14 13 15 
26. Donahue & Coe 12.5 15 *15 
27. Buchanan & Co. 12 713 +13 
28. Gardner Advertising Co. 12 *10 *8 
29. Duane Jones Co. 12 12 10 
30. Needham, Louis & Brorby 12 10 10 
31. Brooke, Smith, French & Dorrance 11.5 10 8 
32. Caples Co. 11 8 *5 
33. J. M. Mathes, Inc. 11 1l 11 
34. Sherman & Marquette 11 1l 9 
35. MacManus, John & Adams *11 *9 *8 
36. Al Paul Lefton Co. 10.6 10.3 10.5 
37. Federal Advertising Agency 10.5 8 *7 
38. Grey Advertising Agency 10 10 9.5 
39. Sullivan, Stauffer, Colwell & Bayles 10 4.5 — 
40. Roche, Williams & Cleary 10 10 10 
41. Abbott Kimball Co. 10 10 10 
42. Campbell-Mithun, Inc. 10 5 — 
43. Cockfield, Brown & Co. (Canada) 10 °7.5 — 
44. Brisacher, Wheeler & Staff 10 *8 — 
*estimated 
+ Buchanan figures revised from $15,000,000 reported for both 
1947 and 1946. Totals of above agencies which include substan- 
tial Canadian and foreign billings are: J. Walter Thompson Co., 
estimated $23,000,000; Ruthrauff & Ryan, $3,000,000 in Canada; 
Grant Advertising, reported as $15,000,000; McCann-Erickson, 
$7,000,000; Foote, Cone & Belding, $4,000,000; Erwin, Wasey, esti- 
mated $4,000,000. Young & Rubicam, D’Arcy, Kimball also 
active abroad. 


1928 with George Batten Co., 
founded in 1891. 


a Despite such losses as the $4,- 
600,000 U. S. Army account (to 
Gardner Agency) and Rexall Drug 
to BBDO, N. W. Ayer & Son moved 
toward its 80th anniversary in 
1949 by expanding volume 4% in 
1948, to about $67,000,000. Ayer 
placed about 80% of the Army’s 
expenditure in calendar 1948, and 
about half the year on Rexall. 
Meanwhile this agency added 
$1,500,000 of National Dairy and 
acquired the rest of Hires root 
beer from Sheldon, Quick & Mc- 
Elroy. Among accounts which ex- 
panded were American Telephone, 
Kellogg, Hills Bros. coffee—and 
Chrysler institutional and the Ply- 
mouth division, which gained an 
estimated 30%. Ayer’s billing on 
Lucky Strike television was said 
to have reached the $1,000,000-a- 
year level. The agency continued 
to reduce overseas operations, 
closed the London office, and re- 
tains only Honolulu outside con- 
tinental U. S. 


@ Foreign business of McCann- 
Erickson continued unchanged in 
1948 at $7,000,000, but gains in 
domestic billings more than off- 
set domestic losses to push the 
agency’s total to above $54,000,000. 
In the process M-E moved back 
into fifth place in the “standings,” 
replacing Foote, Cone & Belding. 
Although M-E has about 100 do- 
mestic and 90 foreign accounts, 
about $10,000,000 of the total was 
still provided by Standard Oil 


‘ 


companies. The year’s domestic 
additions included Beverwyck and 
Hyde Park breweries, Canadian 
National Steamship, Cresta Blanca 
wines, Chase candy, Junket foods, 
Look, Renuzit home products, 
TruVal Manufacturers, and a $1,- 
000,000-a-year program for Puerto 
Rican rum which is now getting 
under way. McCann-Erickson re- 
signed Revlon cosmetics, which 
went to William H. Weintraub & 
Co., lost Pan American Grace Air- 
ways to JWT, and American Pres- 
ident Lines, and Daggett & Rams- 
dell cosmetics went to Erwin, 
Wasey in a change of ownership. 
Overseas additions included Lehn 
& Fink and International Harves- 
ter. In this country Pillsbury Mills 
and Perfection stove, among oth- 
ers, were larger. The Chrysler 
division new models are expected 
to boost its 1949 billings. McCann- 
Erickson elected a new president, 
32-year-old Marion Harper Jr. 
to succeed H. K. McCann, now 
chairman of the board. The present 
agency is a merger in 1930 of 
Erickson Co. and H. K. Mc- 
Cann Co., formed respectively in 
1903 and 1912. 


a Foote, Cone & Belding’s self- 
administered sock on the chin, by 
resigning last March from the 
$12,000,000 American Tobacco ac- 
count, provided the year’s biggest 
account-change news. Lucky Strike 
went to BBDO and Pail Mall to 
Sullivan, Stauffer, Colwell & 
Bayles. But FC&B bounced back 
(AA, Feb. 14) to increase billings 
from $52,359,553 in 1947 to $52,- 
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597,262 in 1948. Although grow’) 
at Chicago, notably by Armour 
and Toni home permanent wave, 
addition of American Bakers A;- 
sociation there, and expansion 
abroad took up a large part of te 
slack, the New York office add <« 
Glass Container Manufactures, 
International Latex, Van Raa):e 
and others. A major overseas a.- 
count which started billing wis 
Federation of Swiss Watch Ma»- 
ufacturers. The agency’s $10,00° - 
000 West Coast volume was abcut 
unchanged. FC&B’s billings in 
1948 were more than two and one- 
half times as large as the $1) - 
000,000 in its first year, 1943. 


m= More than half of Dancer- 
Fitzgerald-Sample’s $37,000,000 
billings in 1948 continued to be 
in network radio (AA, Jan. 10). 
The D-F-S gross volume on the 
four networks was nearly $21,- 
000,000, as against nearly $10,400,- 
000 for JWT, second; nearly $9,- 
500,000 for FC&B, and $9,245,000 
for BBDO. The agency’s over-all 
gain for 1948, however, was less 
than $1,000,000. During the year 
General Mills reshuffled its agen- 
cy setup but the D-F-S part of it 
remained about as large. Sterling 
Drug and Procter & Gamble were 
major factors, as was Falstaff 
Brewing. In the sale of V-8 veg- 
etable juice by Standard Brands 
to Campbell Soup, D-F-S was re- 
tained. At year’s end Tums and 
other accounts came in from the 
New York office of Roche, Will- 
iams & Cleary, but several Amer- 
ican Home Products accounts 
were lost to John F. Murray Co. 
D-F-S moved its headquarters 
from Chicago to New York. J. G. 
Sample retired. 


a Will C. Grant advised AA that 
total billings of Grant Advertis- 
ing, Inc., moved up from $31,- 
000,000 in 1947 to $37,000,000 in 
1948, including translation of fees 
into billings at a 7-for-1 rate. Do- 
mestic billings rose only moder- 
ately, from $21,000,000 to $22,000,- 
000, he said, despite the addition 
of 41 domestic accounts, but for- 
eign billings, aided by seven new 
offices and the addition of 232 
foreign accounts, rose from $10,- 
000,000 to $15,000,000. The com- 
pany, which now has 19 foreign 
offices and 26 all told, will open 
an office in Bogota, Columbia, in 
March, and expects to run its 
foreign string to 23 by year end. 
Three major clients of the agency, 
which now employs 1,030 people, 
—Mars candy, Cudahy Packing and 
Folger coffee—together accounted 
last year for over $6,500,000 in 
billings. The remainder presum- 
ably came from a host of smaller 
accounts, which total over 500, 
including some “duplicates” in 
foreign offices. A major foreign 
addition during the year was 
Coca-Cola Export in South Africa 
and the Far East. 


@ Thirty-two-year-old Ruthrauff 
& Ryan continued steady expan- 
sion, from $34,000,000 to $36,000,- 
000, with gains exceeding losses 
On the plus side were such adidi- 
tions as the Star and Treet divi- 
sions of American Safety Razor, 
the J. W. Horsey citrus interests, 
Lady Esther cosmetics, Gantne: & 
Mattern swimsuits, Houston’s n°2w 
$18,000,000 Hotel Shamrock, Kn- 
tile and, with opening of a Ba ti- 
more office, Gunther beer. A b: ief 
account was Kaleidoscope, wt ch 
folded. However, Coolerator w nm! 
to W. W. Garrison & Co., the F -R 
part of Taylor-Reed foods to >. 
Georges & Keyes, Pharmaco (t0 
Duane Jones Co., Electric Au °- 
Lite (radio) to Newell-Emm ‘, 
and in late 1948 Quaker’s ro! 4 
oats to Sherman & Marquette. 


a Benton & Bowles moved tow: “¢ 
the end of its second decade »Y 
climbing more than $7,000,000 0 
1948 to $34,000,000 plus. Gene: a! 
Foods and Procter & Gamble e*- 
panded. Association of Americ. 
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Presidents of 


K&E 


Phil Lennen 


Lennen & Mitchell leo Burnett 


Abbott Kimball 
Abb-tt Kimball Co. 


Billing Over $10,000,000 


Ferd Oberwinder Thos. D’‘A Brophy 
D’Arcy 


leo Burnett 


R. F. Sullivan 
SSC&B 


Agencies 


Milton 


Cc. D. Newell Biow 


Newell-Emmett 


Henry Ewald 


Co. Campbell-Ewald 


Gordon E. Hyde 
Federal 


Ted Bates 
Ted Bates & Co. 


Al Paul Lefton 
Al Paul Lefton & Co. 


Sigurd Larmon 
Y&R 


~ 


Biow 
Co. 


Clarence Goshorn 
Benton & Bowles 


J. H. S. Ellis Allen 


Kudner Agency 


J. M. Mathes 
J. M. Mathes, Inc. 


James R. Adams A. Marquette B. B. Geyer Maurice Needham James Cleary Emil Brisacher L. Valenstein 
MacManus, John & Sherman & Mar- Geyer, Newell & Needham, Lovis & Roche, Williams & Brisacher, Wheeler Grey 
Adams quette Ganger Brorby Cleary 


F&S&R 


Willard French 


Harry Batten 
N. W. Ayer 


Ryan Jr. 


ear William Esty 


Wm. Esty & Co. 


Billingsley Lou Maxon 


Maxon, Inc. 


Duane Jones 


BSF&D Duane Jones Co. 


M. Harper Jr. 
McCann-Erickson 


Will Grant 


R. Compton 
Compton 


Elmer Marshutz 
Gardner 


Ray O. Mithun 
Campbell-Mithun 


Grant 


Lovis R. Wasey 
Erwin, Wasey 


R. Montgelas 
Buchanan & Co. 


Ralph Hartsing 
Caples 


Railroads doubled its program in 
the fall with the launching of an 
ABC network program. New ac- 
counts ranged from Arnold Bakers 
and Lenox china to American Ex- 
press travelers cheques and, at the 
turn of the year, the $1,500,000 or 
more Crosley division of Avco 
Mfg. (from Roy S. Durstine, Inc.). 
“B had its first year’s billing 

Schenley’s Three Feathers divi- 

n. Among others, NAM, Florida 
C ‘rus Commission and Best Foods 
wre active. At year’s end B&B 
lo | G. Krueger Brewing to Geyer, 
vell & Ganger. 


® William Esty & Co., which in 
19:7 had made the largest per- 
itage gain of any of the larger 
a oncies, retained the No. 11 spot 
th an estimated $3,000,000 rise 
$30,000,000. Camel intensified 
orts in newspapers and other 
media with a “30-day smoking 
tet,” and Colgate-Palmolive-Peet 
Fab went national for the first 
tune) was larger. Other billings 
fectors were Baume Bengue, Pac- 
Giin’s hand cream, and National 
Carbon and Bridgeport Brass, both 
ith several new products. 


to 
ef 


Not content with taking such 
ajor accounts as Pepsi-Cola 


‘rom Newell-Emmett) and Rup- 


pert beer (from Lennen & Mitch- 
ell) Biow Co. says, “We've other 
accounts coming.” The addition of 
these two in the latter half of the 
year—Pepsi about $4,000,000 and 
Ruppert less than $2,000,000—had 
little to do with the agency’s in- 
crease to an estimated $28,000,000. 
Philip Morris cigaret (estimated 
$7,000,000), Schenley Reserve 
whisky and Bulova watch were 
larger, but Eversharp contracted. 
Democratic National Committee 
went to Warwick & Legler. 


w Despite loss of such accounts 
as Pepsi-Cola, G-E air condition- 
ing (to K&E) and Bigelow-San- 
ford (to Y&R) Newell-Emmett Co. 
had a record $26,400,000. Part of 
the loss was met by addition of 
Electric Auto-Lite (radio) from 
R&R and E. R. Squibb & Son, from 
BBDO. Chesterfield cigaret was 
larger in several media, and cur- 
rently is returning to the extensive 
use of outdoor. Sherwin-Williams 
introduced several new products. 
Sunshine Biscuits was active. Like 
other major agencies, N-E moved 
vigorously into television. The 
agency will observe its 30th birth- 
day on April 30, with C. D. Newell 
still at the helm 


s Also still active is Otis Ken- 


yon, chairman of the board of 
Kenyon & Eckhardt, an engineer 
who went into the agency business 
with the late Henry Eckhardt 20 
years ago next October. After a 
modest $2,000,000 rise in 1947, K&E 
soared $5,000,000 in 1948 to $26,- 
000,000. This was due chiefly to 
addition of Lincoln-Mercury (from 
JWT), which is now on a $5,000,- 


| 000-a-year basis. To handle it K&E 


opened offices in Kansas City, San 
Francisco and Washington. Kel- 
logg and White Rock expanded. 
The agency got more Borden and 
Hudnut billings. At year end G-E 
air conditioning was added. A siz- 
able new factor was a $25,000-a- 
week Ford television program. 


a After remaining at the $20,000- 
000 level for several years, D’Arcy 
Advertising Co. climbed to about 


Erwin, Wasey & Co. sharply re- 
versed a downward trend in 1947 
with substantial additions both in 
this country and abroad to lift its 
estimated total by $4,000,000 to 
$23,000,000. The 15 new domestic 
accounts included Springmaid fab- 
rics, Pullman Standard Car Mfg. 
(from Charles Daniel Frey Agency, 
which was liquidated) and Daggett 


Cann-Erickson. California and 
Minneapolis operations expanded. 
The only reported loss was Sound- 
Scriber, to Alley & Richards. 


ws Compton Advertising, Inc., over- 


000,000 loss of Nestle food prod- 
ucts (to Doherty, Clifford & Shen- 
field) by steady growth of such 
bellwethers as Procter & Gamble, 
which continues to launch new 


} 


$24,000,000 in calendar 1948 and| products through this and other 
expects to show $25,000,000 for the |agencies, and $6,000,000-a-year 
fiscal year ending March 31. Coca- | Socony Vacuum. P&G made its tel- 
Cola expanded. General Tire, An- evision debut. Goodyear 
heuser-Busch, Glenmore Distillers, soles began a campaign. 
among others, were larger. The 

$750,000) the 


on Lees carpets and|moved across 


yarns. 
| more than 40 years ago by Wil- | $21,600,000—which incidentally 
‘liam C. D’Arcy, who disposed of| was a 50% increase in the last 
|his interest in it several years ago. | two years. The 1948 growth came 
|He died last year. 


came the late-year estimated $3,-| 


Neolite | 


agency had full-year billings (est.|m For the first time Maxon, Inc., | 
$20,000,000- | 
The agency was founded! mark, with a $2,600,000 gain to) 


,chiefly from larger budgets by | 


| total 


|such major accounts as General 


Electric, Gillette, Heinz and Hot- 
point. Magnavox and Snow Crop 
Marketers also increased, and Sun- 
Maid raisins (distributed by 
Heinz) started a year-round cam- 
paign. 


ws Fuller & Smith & Ross reached 


| $20,000,000 on the strength of 113 
& Ramsdell cosmetics, from Mc-| 


accounts, including 150 divisions 
of these advertisers. But $5,000,000 
from Westinghouse and $2,500,000 
from Aluminum Company led the 
procession. Gulistan carpets and 
Ferguson Tractor expanded. 
F&S&R obtained modest billings 
from Licensed Beverage Industries 
and acquired, among others, Evans 
Products, of Plymouth, Mich. A 
substantial part of the $20,000,000 
is represented by fees for 
merchandising and other services. 


es J.H.S. Ellis of Kudner Agency 
pointed out that billings in 1948 
(estimated at $20,000,000 plus) 
were “twice as large as they were 
when Art Kudner died,” in 1944. 
Buick and National Distillers in- 
tensified. General Motors resumed 
institutional advertising in maga- 
zines. U.S. Tobacco returned to 
radio network advertising. Kudner 
got brief billing on a network cam- 
paign for American-Arabian Oil 
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Co., and more substantial gain 
from the “Texaco Star Theater,” 
high-rated and high-cost television 
show. In late-year the agency ad- 
ded the radio and television part 
of Admiral Corp., but lost Frue- 
hauf trailer. 


s In Brown & Williamson Tobacco 
shifts, Ted Bates & Co. (formerly 
Ted Bates, Inc.) acquired Kool 
and Life cigarets from BBDO but 
lost Raleigh cigaret space adver- 
tising to Russel M. Seeds. The 
agency’s volume expanded slightly 
to $18,000,000 plus. Such major ac- 
counts as Colgate-Palmolive-Peet 
and Continental Baking remained 
unchanged. American Sugar Re- 
fining *(formerly with N. W. Ayer 
& Son) became active. Under its 
new setup of Ted Bates & Co. 
several principals have become 
owners with Mr. Bates. 


@ Despite the midyear loss of an 
estimated $7,000,000 annual bil- 
lings (U. S. Rubber, Eastern Air 
Lines and others) to the newly- 
formed Fletcher D. Richards, Inc., 
New York, billings of Campbell- 
Ewald Co. for 1948 were estimated 
as unchanged, at $17,000,000. Chev- 
rolet was just getting ready for 
its big new model program, started 
last month. (But reports that 
Chevrolet would spend $20,000,000 
or more in 1949 were called “ex- 
aggerated.”) C-E opened its own 
office in New York, where it be- 
gan to build volume in Chevrolet 
television and otherwise. Norge 
appliances expanded. Except for 
the “Richards” accounts, C-E lost 
no clients. Champion Paper Co. 
was added. 


es Leo Burnett Co.’s existing ac- 
counts increased its volume in 1948 
from $12,000,000 to $14,000,000. 
Among these are American Meat 
Institute, Council on Candy, Hoo- 
ver cleaners, Minnesota Valley 
Canning, Pillsbury and Pure Oil. 
Pillsbury started to promote new 
mixes. The agency started to pro- 
mote Acme Steel’s Venetian blinds. 
It lost Deepfreeze. 


= New Nash models helped to 
boost Geyer, Newell & Ganger by 
$2,000,000 to $14,000,000. The Kel- 
vinator part of Nash-Kelvinator 
was unchanged. Sloane-Blabon 
floor coverings were active. GNG 
added Lorillard’s Embassy cigaret, 
Zippo lighters and, at year’s end 
from Benton & Bowles, G. Krueger 
Brewing. It got first full-year bil- 
ing on Chicopee Mfg.’s plastics and 
fabrics. Calvert’s “Man of Dis- 
tinction” series continued to create 
billings and controversy. 


ws Calvert and Carstairs whisky 
provided an even larger part of 
the total of Lennen & Mitchell, 
which rose from $13,000,000 in 
1947 to an estimated $14,000,000 
last year. With a reported $5,000,- 
000 from Old Gold cigaret and 
$2,000,000 from Colgate-Palmolive- 
Peet’s Lustre-Creme shampoo, 
L&M recovered from the loss of 
Andrew Jergens in 1946. But in 
late-1948 it resigned the Ruppert 
beer account, which went to Biow. 
Tidewater Oil continued a steady, 
substantial factor. The agency 
which Phil Lennen still heads as 
chairman of the board will be 25 
years old on May 1. 


ws The plight of the movie industry 
(with sales declining overseas and 
attendance lower here) was the 
principal reason why Donahue & 
Coe’s billings declined from $15,- 
000,000 in 1947 to $12,500,000 in 
1948. D&C handles M-G-M, Loew’s 
and other movie accounts, which 
represent 50% of its total. But 
another reason was E. J. Chur- 
chill’s decision to drop eight small 
and “unprofitable” general ac- 
counts with total billings of about 
$450,000. The agency lost Eye- 


Gene but added Scripto and (from | offices (the others are Chicago, 
at year’s|;Omaha and Los Angeles) with 
end) the New York World-Tele-| doubled volume. But Union Pa- 


H. B. LeQuatte, Inc., 


gram. 


s Movie contraction also curtailed 
the volume of Buchanan & Co. 
from $13,000,000 to $12,000,000, 
said Rudolph Montgelas, elected 
president last year. Paramount 
Pictures and Texaco continued to 
be Buchanan’s biggest. One norm- 
ally large account, United Artists, 
was “’way down.” On the plus 
side DuMont Television moved 
near $1,000,000. Buchanan acquired 
Norman A. Mack & Co., with 
$750,000 billings. Welch foods in- 
troduced canned fruits. Tide Water 
Associated Oil continued to be a 
big West Coast factor. 


a The veteran Gardner Advertis- 
ing Co. made news by adding the 
Army (from N. W. Ayer & Son) 
to its $800,000-a-year National 
Guard program. In recent years the 
Army account has ranged from 
$4,200,000 to $5,000,000. Gardner, 
however, gained billings on it only 
in the last quarter of 1948. Expan- 
sion in non-governmental accounts 
also helped to boost the agency’s 
volume from $10,000,000 in 1947 to 
$12,000,000. Some Grove Labora- 
tories accounts (from Duane Jones 
Co.) and Southwestern Bell Tele- 
phone were added, but Stokely- 
Van Camp’s Stokely division 
moved to Calkins & Holden. 
Hyde Park Breweries went to Mc- 
Cann-Erickson, in a change of 
ownership. Three small accounts 
were resigned. Ralston Purina, Pet 
Milk, Monsanto Chemical, New 
York Stock Exchange and others 
continued active. 


ws The rapid rise of Duane Jones 
Co. since its founding on March 15, 
1942, leveled off in 1948 when 
volume remained at $12,000,000. 
The agency resigned Grove Lab- 
oratories accounts, replacing them 
with Hill’s cold tablets and Hill’s 
cascara quinine tablets of Ameri- 
can Home. At midyear Pharmaco 
(Feen-a-Mint and Chooz) came 
in from Ruthrauff & Ryan and 
Glim from Doherty, Clifford & 
Shenfield, when this product was 
sold by General Aniline to B. T. 
Babbitt. At year’s end Jones re- 
signed Sweets Co. of America. Of 
its 26 accounts, the largest were 
Manhattan Soap, about $3,000,000, 
and Babbitt, $2,400,000. 


sw Needham, Louis & Brorby 
climbed from $10,000,000 to $12,- 
000,000 on the strength of existing 
accounts. S. C. Johnson & Son ex- 
panded in radio and otherwise, 
and introduced a new Brisk starch 
product. Swift cleanser was active. 
Peter Pan peanut butter launched 
a campaign. Other clients include 
Kraft Foods, Pepsodent and Mor- 
ton Salt. 


ws Brooke, Smith, French & Dor- 
rance boosted New York billings 
about 25%, due largely to addi- 
tion of Thayer Ridgway and staff 
of Ridgway, Ferry & Yocum, while 
Detroit gained 10 to 15%—provid- 
ing an over-all increase of about 
$1,500,000 to $11,500,000. The new 
Hudson car was a potent factor. 
Detroit acquired U.S. Radiator, 
National Trailer and, at year’s 
end, Ironite Ironer, said to be the 
largest maker of automatic irons, 
which has budgeted $500,000 for 
its first campaign breaking in 
magazines in April. Television and 
movies at point of sale also will be 
used. Mullins Mfg., at $1,500,000, 
and Goebel beer, at $1,000,000, 
helped build the 1948 total. In 
New York Regent cigaret got un- 
der way, and the various State of 
Maine accounts were estimated at 
$1,000,000. 


s Rising 29% from $8,000,000 plus 
in 1947, Caples Co. moved into | 
the “big agency” group with 1948 | 
volume of about $11,000,000. New 


York continued to pace the four 


cific’s $2,500,000 was still the 
largest Caples account. The Rock 
Island, emerging from receiver- 
ship, expanded. Other major rail- 
road accounts include Chicago & 
North Western, Illinois Central, 
Southern, and Railway Express 
Agency. In late 1948, Caples was 
appointed to handle FAMA, Ar- 
gentine air line, which plans to 
spend more than $800,000 in 1949. 
Founder President R. C. Caples, 
76, died suddenly Feb. 7 while on 
a trip. Ralph Hartsing will serve 
as the new president. 


a In December Jim Mathes and 
staff observed the 15th anniver- 
sary of J. M. Mathes, Inc. Its vol- 
ume of $11,000,000 in 1948 was 
virtually unchanged from both 
preceding years. Loss of American 
Express, Burlington Mills and 
American Optical were met by ad- 
dition of Verney fabrics, activity 
in Eversharp’s Fashion and Deb 
women’s razors, and expansion of 
such older accounts as Canada 
Dry. 


a Also unchanged was Sherman 
& Marquette, which remained at 
$11,000,000. This was divided $6,- 
500,000 New York and $4,500,000 
Chicago. About half of the total 
was in Colgate-Palmolive-Peet ac- 
counts. Early in the year the han- 
dling of Sterling Drug’s Caldwell- 
Centaur division was moved from 
Chicago to New York. This office 
also started to promote Sigma 
Products Breath-o-Lator. Chicago 
got more Quaker Oats billing with 
the addition of rolled oats (from 
Ruthrauff & Ryan), but lost 
Manor House coffee. 


@ MacManus, John & Adams, 
which in 1947 moved close to the 
$10,000,000 mark, moved up to an 
estimated $11,000,000 in 1948, with 
increased activity of Cadillac and 
Pontiac and Bendix promotion of 
television sets and a general pick- 
up from existing clients. The “real” 
expansion of the motor car ac- 
counts is expected with introduc- 
tion of new models this winter. 
The agency will be 15 years old 
under its present corporate setup 
in May. 


ws Al Paul Lefton Co. showed a 
moderate increase to $10,600,000. 
(AA was told that its 1947 figure 
should have been $10,300,000 in- 
stead of the $10,500,000 published.) 
Few major changes occurred in its 
list of 75 accounts. The loss of 
Loft candy (to Lawrence C. Gum- 
binner) was met by expansion of 
others. Publicker Industries’ Con- 
tinental Distilling reintroduced 
Rittenhouse rye and its Thermo 
antifreeze expanded. Pennsylvania 
Railroad was “steady” at $1,000,- 
000 plus. 


ws The 40-year-old Federal Ad- 
vertising Agency, directed since 
July 1945 by Gordon E. (Pinky) 
Hyde, stepped up from $8,000,000 
to $10,500,000, with first full-year 
billings on Lever Brothers (Breeze, 
Harriet Hubbard Ayer) and on 
Stromberg-Carlson, and expansion 
of such accounts as Gerber and 
Durkee food products. Pan Am- 
erican Coffee Bureau began to 
get under way on an announced 
$2,000,000-a-year program, but full 
effect of this won’t be felt until 
1949. Despite the loss of American 
Safety Razor’s Star and Treet di- 
visions to R&R, Federal had a 
slight increase in billing from this 
company. 


e Grey Advertising Agency was 
fractionally higher, to $10,000,000 
“plus,” with a full year of Gruen 
watch and addition of Schenley’s 
Gibson division, Kurlash and War- 


|ing Blendor and steam iron. In late 


1948, Grey lost its part of Burling- 
ton Mills to Hirshon-Garfield. 
Thirty-two years old, Grey is con- 
trolled jointly by Lawrence Val- 


enstein and Arthur C. Fatt. 


ws Sullivan, Stauffer, Colwell & 
Bayles, launched in mid-1946, ob- 
served its second full calendar year 
by more than doubling volume, 
from $4,500,000 to $10,000,000. The 
largest single factors in the 1948 
total were $3,000,000 from Lever 
Bros. (Lifebuoy and Silver Dust) 
and $2,000,000 in Pall Mall cigaret 
(from FC&B). Noxzema and Arrid 
each accounted for about $1,300,- 
000, and American Home products 
and American Petroleum Institute 
each about $800,000. Smith Bros. 
cough drops billed about $400,000. 


s Roche, Williams & Cleary for 
three years has remained near 
$10,000,000, with the 1948 total 
probably well above that level. 
Studebaker announced a 20% ex- 
pansion in 1948 and Revere Cam- 
era started a network campaign. 
At the turn of the year, however, 
RW&C faced a triple loss: Tums 
and other New York office ac- 
counts went to Dancer-Fitzgerald- 
Sample; Sun Oil moved to Hewitt, 
Ogilvy, Benson & Mather, and Le- 
ver Bros.’ newly-acquired Rayve 
home permanent named J. Walter 
Thompson. 


a Abbott Kimball Co. was “down 
a little” in 1948, but remained at 
about $10,000,000. Its California 
subsidiary absorbed Dunn-Fen- 
wick of Los Angeles and acquired 
in the process Capitol Records, but 
the Kansas City office was sold 
to Rogers & Smith. A Paris office 
was opened to supplement London 
abroad and bring its total to 
seven. The agency added part of 
Reed & Barton silverware, Bear 
Creek orchards, and others. Mo- 
hawk Mills and American Dis- 
tilling were more active. The 100 
Kimball accounts include 35 de- 
partment stores. Its billing total 
involves a substantial proportion 
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ws Campbell-Mithun, Inec., Min- 
neapolis and Chicago, scored one >f 
the year’s largest percentage gai) s, 
from $5,000,000 to “the neighbor. 
hood of $10,000,000.” The reason:: 
Addition late in the year of F. \y, 
Fitch (from L. W. Ramsey) ad 
Orange Crush Co.; expansion of 
such accounts as American Dairy 
Association, Hamm’s beer, Rvs- 
sell-Miller Milling and others— 
notably Gold Seal Glass Wax— 
and first full year of Great Nort)- 
ern Railway. 


e Cockfield, Brown & Co., with 
offices in Montreal, Toronto, Win- 
nipeg and Vancouver, and a list of 
more than 260 clients, including 
scores of bluechip American com- 
panies, reported 1948 billings “in 
excess of $10,000,000 due to in- 
creased appropriations and new 
business.” The agency, headed by 
G. Warren Brown, president, thus 
becomes the first Canadian agency 
to make the list of “giants” billing 
into eight figures. 


ws Another newcomer to the list, 
and the first agency with head- 
quarters on the West Coast to 
make the grade is_ Brisacher, 
Wheeler & Staff, with head offices 
in San Francisco and branches in 
Los Angeles, New York and Seattle. 
The agency reports expanding 26% 
from 1947 to “close to $10,000,000,” 
due primarily to growth of existing 
accounts, important among which 
are such accounts as Acme Brew- 
eries, Crown Zellerbach, Paraffine 
Companies, Peter Paul, Inc., Van 
Camp Sea Food, and Wheatena. 
Important factors in growth were 
the addition of New York City 
Milk Dealers, the first national ef- 
fort on Richmond Chase Co.'s 
Heart’s Delight fruit juices, and a 
record campaign on Van Camp 


tuna. 


39 Ad Agencies Billed 
$5-10,000,000 in *48 


Group’s Total Climbs 
to $300,000,000 as 13 
Join and 5 Leave It 


(Copyright, 1949, by Advertising 
Publications, Inc. Reproduction 
expressly prohibited) 


NEw YorK—Despite advance- 
ment of seven advertising agencies 
to the $10,000,000-and-up bracket, 
the number of agencies which 
billed between $5,000,000 and 
$10,000,000 in 1948 apparently 
expanded to 39. 

Combined billings of these 
“middle bracket” agencies rose 
from about $200,000,000 in 1947 
to somewhere near $300,000,000 
in 1948. 

With this figure added to an 
estimated $1,100,000,000 total of 
the 44 agencies which billed 
$10,000,000 or more, the combined 
volume of 83 United States and 
Canadian agencies billing $5,000,- 
000 or more apparently climbed 
somewhere near $1,400,000,000. 


w Agencies which moved from 
the $5-10,000,000 to the $10,000,- 
000-and-up group in 1948 were 
Brisacher, Wheeler & Staff, Cap- 
les Co., Cockfield, Brown (Can- 
ada), Federal, and MacManus, 
John & Adams. In addition, two 
agencies—Campbell-Mithum and 
Sullivan, Stauffer, Colwell & 
Bayles—jumped from less than 
$5,000,000 to $10,000,000 or more. 

Some 13 agencies joined the 
$5-10,000,000 group in 1948 and 
apparently only two—Peck Ad- 
vertising Agency and Gray & 
Rogers—dropped from it. 

New members of this “middle 
bracket” group were Beaumont 


& Hohman, Botsford, Constantine 
& Gardner, D. P. Brother & Co., 
Buchen Co., Ellington & Co., Ewell 
& Thurber, Hirshon-Garfield, 
Ketchum, MacLeod & Grove, C. 
J. LaRoche & Co., Marschalk & 
Pratt, Meldrum & Fewsmith, Chas. 
Dallas Reach Co., and _ Sterling 
Advertising Agency. 


w As successor to the bulk of the 
billings of Campbell-Ewald Co. 
of New York, the new agency of 
Fletcher D. Richards, Inc., was 
included among the $5-10,000,000 
agencies, near the middle of the 
bracket in 1948. 

Near the top of the bracket, at 
$8,000,000 or more, were Cecil & 
Presbrey, Henri, Hurst & McDon- 
ald, Russel M. Seeds, Morris F. 
Swaney, Inc., Wade AA and War- 
wick & Legler. Combined New York 
and Chicago operations of Weiss 
& Geller, in reality two separate 
agencies, probably brought this 
company close to the top of the 
bracket. 

Although Frank A. Hutchirs 
and Lawrence L. Shenfield wou! 
provide no figures, Hutchins Ac- 
vertising Co. and Doherty, Cli - 
ford & Shenfield also were r- 
ported “near the top.” Sterling Ac - 
vertising Agency, which also r - 
fused to supply data, was pro! - 
ably near the middle of the brac! - 
et. 


— 


s With 14 offices from Atlanta * 
Seattle, and headquarters in Ch 
cago, Beaumont & Hohman is re 
ported to have had billings of mo! 
than $5,000,000 from nearly 10 
diversified accounts, the largest 
which is Greyhound Bus Line 
and subsidiaries. 

Botsford, Constantine & Gard- 
ner handles some western adver- 
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‘ising for national advertisers lo- 

ited in the East, but its estimated 
volume of $5,000,000 in 1948 was 
suilt mainly on western accounts, 
ome of which are national adver- 
isers. One of the largest is Jantzen 
<nitting Mills, Portland, which 
‘last year spent about $1,000,000. 
3C&G has four offices on the Coast 
and one in New York. 


s The network of 11 offices main- 
tained by Bozell & Jacobs, primar- 
ily in the Middle West, South and 
Far West, expanded their combined 
billings to about $6,000,000, from 
$5,842,000 in 1947 and $5,106,000 in 
1946. Among about 200 accounts 
are utilities, banks, insurance com- 
panies, and cosmetics. Additions 
in 1948 included Daisy women’s 
razor and Genii home permanent 
wave kits. 

Increased activity of its three 
General Motors accounts—AC 
Spark Plug, GMC Truck & Coach 
and Oldsmobile cars—lifted D. P. 
Brother & Co., Detroit, above the 
$5,000,000 level for the first time 
in 1948. 

Buchen Co., Chicago, expanded 
from “under $5,000,000” in 1947 
to $6,000,000 in 1948, primarily 
on growth of its 40 existing in- 
dustrial, farm equipment and 
consumer goods accounts. One 
addition was the $380,000-a-year 
Textile Bag Mfrs. Association. 


a Cecil & Presbrey, New York, 
expanded about one-third, from 
$6,000,000 plus to $8,000,000 plus, 
on the strength of activity of 
such accounts as Ronson lighters 
in radio and television, Speidel 
men’s jewelry in radio (“Stop 
the Music’), Julius Kayser in 
television. One addition was 
Cohen, Goldman men’s clothing. 
The agency has part of Philip 
Morris tobacco, and Cunard White 
Star. 

Despite the addition of Nestle 
foods and beverages (from 
Compton) and of Vacuum Foods’ 
Minute Maid citrus products 
(from Henry A. Loudon agency), 
Doherty, Clifford & Shenfield said, 
in all modesty, that theirs “wasn’t 
a good year.” Bing Crosby went 
to work peddling Minute Maid 
on the air. The agency lost Glim 
detergent to Duane Jones Co, in 
the sale of this product by Gen- 
eral Aniline to B. T. Babbitt, Inc. 
DC&S billings are estimated at 
more than $8,000,000—provided 
largely by Borden and Bristol- 
Myers. 


® Reporting growth from about 
$5,500,000 in 1947 to $6,000,000 
last year, Doremus & Co. noted 
that its business was “more di- 
versified.” Among other things, 
the San Francisco office “expand- 
ed in general (non-financial) ad- 


vertising, Boston was active in 
television, and public relations 
Were an important factor in 


our over-all operations.” Doremus 
maintains five offices in this 
Country, and one in London. 

Dorland, Inc., in 1948 billed 
$6,435,000, up from $6,180,000— 
divided rather evenly between 
d mestic and foreign. Largest ac- 
Counts are A. §S. Beck Shoes, 
N iffield Motors, Douglas Air- 
craft and U.S. Time Corp. New 
Gonestic advertising factors are 
tho British Bentley, Rolls-Royce 
aid Morris cars. The present 
Dorland agency was formed, by 
Nerger with Pettingell & Fenton, 
In 1944, 


® Roy S. Durstine, Inc., expand- 
to an estimated $7,000,000 in 
48 on the basis of Avco’s Cros- 
ley division, part of Seagram 
Distillers, Serutan and others, 
and addition of Van Houten’s co- 
Coa (from Maxon) and Ameri- 
Cin Legion (from Warwick & 
-egler). Offices were opened on 
ie West Coast. One account 
hich proved not entirely an as- 
et was the Tucker car. At year 
end, Durstine lost Crosley to Ben- 


( 
( 


ton & Bowles. 

Ellington & Co., New York, 
moved from $4,000,000 in 1947 
to $5,000,000 in 1948, with growth 
of accounts already in the house 
and the first full year of Cities 
Service. A new factor was Jewel- 
ry Industry Council and an even 
newer account (too “young” to 
affect 1948 billings) is Cadbury- 
Fry English cocoa and chocolate. 
A Philadelphia office was opened 
last month. 

Ewell & Thurber gets the bulk 
of its billings on 10 accounts from 
Willys-Overland Motors, Wilson 
& Co., meat packer, and Wilson 
Sporting Goods Co. Wilson’s Ideal 
dog food doubled expenditures in 
1948. A new account was Pull- 
man Couch. E&T is estimated as 
billing just about $5,000,000. It 


maintains offices in Chicago, To- 
ledo, New York and Hollywood. 


ws Albert Frank-Guenther Law 
increased its volume from $6,745,- 
000 in 1947 to $7,011,000 in 1948. 
These totals include a “fairly 
substantial” proportion of fee 
business. The result of mergers of 
several financial advertising a- 
gencies (one of which, Albert 
Frank & Co., was founded in 
1872) AF-GL has diversified its 
business and now handles more 
“general” than financial adver- 
tising. The agency has offices in 
New York, Boston, Philadelphia, 
Chicago and San Francisco. 
Thirty-three-year-old Henri, 
Hurst & McDonald, Chicago, 
boosted its volume from about 
$7,500,000 to about $8,000,000, on 
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the growth of old accounts and ad- 
dition of Coopers, Inc., underwear, 
etc. (from the former Charles 
Daniel Frey Agency) and Lennox 
Furnace. Among others, Morrell 
meat products, Bauer & Black and 
International Shoe were active. 


ws With a billings increase from 
$4,000,000 in 1947 to $6,500,000 in 
1948, Hirshon-Garfield of New 
York and Boston moved well up 
into this bracket. The agency ac- 
quired all of Burlington Mills’ 
estimated $2,000,000, (adding the 
divisions handled by Grey AA 
and J. M. Mathes, Inc., to the ones 
it already had) and also brought in 
Utica Knitting and McCurrach 
neckwear. Sidney Garfield and 
Arthur Hirshon launched H-G, 
Inc., in 1931. 


Although Philco continued to 
expand, and is now reported as 
spending more than $20,000,000 in 
all forms of advertising and pro- 
motion, Hutchins Advertising Co. 
said, “We haven't yet reached $10,- 
000,000.” The bulk of Philco ad- 
vertising is cooperative with deal- 
ers. Among others, Hutchins ad- 
ded in 1948 Aeolian pianos and 
Rittenhouse chimes. It serves about 
50 industrial and consumer ac- 
counts, from Rochester, Philadel- 
phia, New York, Hollywood and 
Toronto. 


a Ralph H. Jones Co., Cincinnati 
and New York, is reported to 
have remained in the $5-10,000,000 
bracket, but C. M. Robertson Jr., 
president, declined to give specific 
figures. The agency’s list of 30 ac- 


In its 42nd consecutive year as 


the first choice of advertisers in Pittsburgh 


The Pittsburgh Press 


published 
25,769,965 lines* of advertising 


— more than any Pittsburgh newspaper, 


in any year, ever before published. 


published well over 47% of all the advertising carried 
by all three Pittsburgh newspapers. 

With the return of buyers’ markets in many fields 
of selling, the trend to the resultful, sales-producing 
Pittsburgh Press is greater than ever. 


Total advertising volume in The Pittsburgh Press 
during 1948 was almost half a million lines greater than 
the previous record volume of 25,275,703 lines, estab- 

. lished in 1929—also in The Press. 
In establishing the new record, The Pittsburgh Press 


The Pittsburgh Press 


continues to be 


13,763,926 e - 571,990 
UNS No. 1 in Pittsburgh aes 
° . ° 
of 3-Newspaper of er oneal 
otal 
Total homeo 


Linage + 


7,174,277 
LINES 


43.9% 
of 3-Newspaper 
Total 
Linage t+ 


6,589,649 
LINES 
46.3% 
of 3-Newspaper of 3-New 
Total aa 
Linage } Linage ; 


25,168,635 


of 3-Newspaper 
Total 
Linage f 


of 3-Newspaper 
Total 
Linage + 


The Pittsburgh Press 


is represented by the General Advertising Department, Seripps- 
Howard Newspapers, 230 Park Avenue, New York City. Offices in 
Chicago, Cincinnati, Detroit, Fort Worth, Philadelphia, San Francisco 


*Includes 599,396 lines in This Week 
and 1,934 lines of non-competitive 
advertising. 


tThese figures do not include This 
Week, American Weekly or other 
non-competitive linage. 
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counts include Crosley Motors, Ed- 
ison Electric Institute, Kroger Gro- 
cery & Baking and Stations WLW, 
Cincinnati, and WINS, New York. 
Ten-B-Low Co. started to promote 
canned ice cream in magazines. At 
year end Jones lost Clopay Corp., 
window shades and venetian 
blinds. Ralph H. Jones Co. was 
started in 1916. 

Billing of Joseph Katz Co., New 
York and Baltimore, remained on 
the $7,500,000 level in 1948, with 
no substantial changes among its 
40 accounts. The largest of them 
are American Oil, Ex-Lax and 
Maryland Pharmaceutical (Rem 
and Rel). In the latter half of 1948, 
Katz acquired two Schenley 
brands, Mayflower and one not 
yet announced. The agency was 
founded in 1920. 

With a 25% expansion the bil- 
ling of Ketchum, MacLeod & Grove, 
Pittsburgh, was “over $5,000,000,” 
said George Ketchum, president. 
He would not reveal specific fig- 
ures. The growth came both from 
new business and expansion of old 
accounts—which now total about 
50, consumer and industrial. 


m Due to late-year contraction, 
chiefly in Listerine tooth paste, 
Lambert & Feasley’s volume de- 
clined from $5,600,000 in 1947 to 
about $5,000,000 in 1948. Its three 
accounts are Lambert Pharmacal, 
Phillips Petroleum and Pro-phy- 
lac-tic Brush. 

C. J. LaRoche, Inc., New York, 
Chicago and Hollywood, which last 
year succeeded LaRoche & Ellis, 
moved from $4,000,000 to about 
$7,000,000, with addition of War- 
ner foundation garments, at New 
York, and Milani Foods, at Holly- 
wood. Necco wafers began its first 
magazine campaign. Quaker Oats 
and Hiram Walker are the agency’s 
largest accounts. 


Marschalk & Pratt Co., New 


York, expanded from “nearly $5,- 


000,000” to “more than $5,000,000.” 
Major factors in the trend was 
Esso Marketers’ sponsorship of the 
New York Philharmonic Sym- 
phony on CBS and its television 
debut. Others of its 10 accounts in- 
clude Flintkote, International 
Nickel, Mengel Furniture, National 
Lead, Underwood business ma- 
chines, and U.S. Plywood. 


ws McKim Advertising, Ltd., esti- 
mated for 1947 at $6,000,000, con- 
tinued to make progress. James 
Baxter, president, reported the 
agency “well up on $5,000,000 by 
reason of increased appropriations 
and new clients coupled with 
prosperous conditions in Canada 
and constantly expanding market.” 
McKim serves about 300 accounts 
from Montreal, Toronto, Winnipeg 
and Vancouver and from London, 
England. 

Meldrum & Fewsmith, Cleveland 
and Detroit, moved from “just un- 
der $5,000,000” to an estimated 
$5,500,000. To its list of accounts, 
which include American Stove, 
Glidden, Republic Steel, Seiberling 
Rubber and Willard Storage Bat- 
tery, M&F added Pennsylvania 
Grade Crude Oil Association (from 
Sheldon, Quick & McElroy). 

Pedlar & Ryan, New York, was 
reported unchanged in accounts 
and in volume, estimated at about 
$6,000,000. Its seven accounts are 
Ironized Yeast, Hearst Newspapers, 
John Ward shoes, Northeast Air- 
lines, Peck & Peck fashions, J. C. 
Penney Stores, and Procter & 
Gamble’s Camay soap. 


es Despite “our resigning the (F. 
W.) Fitch account,” which went to 
Campbell-Mithun, Inc. E. G. 
Naeckel of L. W. Ramsey Adver- 
tising Agency, Davenport, Iowa, 
said that this loss “has been more 
than made up by Rexall and other 
new accounts.” Exact comparisons 
will not be available until the end 
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Beaumont & Hohman 
Botsford, Constantine & 
Gardner 

¢ Bozell & Jacobs 
D. P. Brother & Co. 
Buchen Co. 

¢ Cecil & Presbrey 

¢ Doherty, Clifford & Shen- 
field 

¢t Doremus & Co. 

¢ Dorland, Inc. 

t Roy S. Durstine, Inc. 
Ellington & Co. 
Ewell & Thurber 

¢ Albert Frank-Guenther Law 

¢ Henri, Hurst & McDonald 
Hirshon-Garfield, Inc. 

¢t Hutchins Advertising Co. 

* Ralph H. Jones Co. 

¢ Joseph Katz Co. 
Ketchum, MacLeod & Grove 

¢t Lambert & Feasley 
C. J. LaRoche & Co. 
Marschalk & Pratt 


Agencies Which Billed 
$5,000,000 to $10,000,000 in 1948 


(Listed Alphabetically) 
Copyright, 1949, by Advertising Publications, Inc. 


¢t McKim Advertising, Ltd. 
(Canada) 
Meldrum & Fewsmith 
¢ Pedlar & Ryan 
L. W. Ramsey Co. 
Chas. Dallas Reach Co. 
¢tKnox Reeves Advertising, 
Inc. 
** Fletcher D. Richards, Inc. 
* Ross Roy, Inc. 
¢t Russel M. Seeds Co. 
Sterling Advertising Agency 
¢ Morris F. Swaney, Inc. . 
tJ. D. Tarcher & Co. 
t Wade Advertising Agency 
t Warwick & Legler 
* William H. Weintraub & Co. 
t Weiss & Geller 
t Ward Wheelock Co. 


t listed in this group for 1947. 
*should have been listed in 
this group for 1947. 
** successor to Campbell-Ewald 
Co. of New York. 


of the fiscal year next June. For 
the calendar year 1947, Ramsey 
billings were about $6,500,000 and 
for 1948 they are estimated at 
about $7,000,000. Ramsey operates 
three companies, in Davenport, 
Chicago and Hollywood. 

A new member of the bracket is 
15-year-old Chas. Dallas Reach Co., 
Newark and New York, which ex- 
panded from $4,500,000 to “just 
over $5,000,000.” L. E. Waterman 
Co., fountain pens, reduced about 
$700,000 and then invited ten other 
agencies to bid on the account. 
But Reach was reappointed. Mean- 
while the agency acquired the 
$1,000,000 Personal Finance ac- 
count and, starting Oct. 1, Haig & 
Haig Scotch whisky (from L. H. 
Hartman Co.) Other accounts ex- 
panded. 


s Knox Reeves Advertising, Inc., 
Minneapolis and San Francisco, 
continued to get the bulk of its 
billings, estimated at about $6,- 
000,000, from General Mills. In ad- 
dition to flour and cereal products 
of that company, it is handling 
new Betty Crocker soups and soup 
mixes. 

Fletcher D. Richards, Inc., foun- 
ded last July, acquired most of 
the volume of Campbell-Ewald Co. 
of New York, and ended 1948 on 
a $7,000,000 plus basis. Its largest 
account is United States Rubber, 
$4,500,000. Others include Eastern 
Air Lines, Rockwood cocoa and 
candy, and Schieffelin drug and 
liquor products. The New York 
office acquired Dixon Ticonderoga 
pencils and a Chicago office, 
opened late in the year, got Berg- 
hoff Brewing. 


@ Ross Roy, Inc., Detroit, ex- 
panded 24% from $5,900,000 to 
$7,400,000. Most of its income is 
derived from fees for merchandis- 
ing and promotion, largely for 
Chrysler Corporation’s cars and 
trucks. The agency also handles 
advertising, among others, for 
Dodge trucks. Now in its 23rd year, 
Ross Roy employs 250 people. 

Russel M. Seeds Co., Chicago, 
had billings of about $9,000,000 in 
1948 “with no appreciable change 
over the 1947 figures.” Brown & 
Williamson Tobacco Corp. termin- 
ated its sponsorship of the Red 
Skelton show, but Procter & 
Gamble’s Tide bought Skelton 
through Seeds, leaving total agency 
billings approximately the same 
as in ’47. 

Two hundred accounts, almost 


/entirely in the fashion field, gave 
| Sterling Advertising Agency, New 


| York, an estimated $7,500,000 vol- 


lume in 1948. 


| 


|@ Expansion of Kaiser-Frazer was 


a principal factor in the rapid bil- 
ling rise of Morris F. Swaney, Inc. 
(formerly Swaney, Drake & Bem- 
ent), from $1,900,000 in 1946 to 
$5,600,000 in 1947 to $8,700,000 in 
1948. In late 1948 with addition of 
the New York accounts of Henry 
A. Loudon Advertising, Inc., Bos- 
ton, the agency reached the $1,- 
000,000 a month level. Among its 
25 accounts the second largest was 
Argus cameras and equipment. 
Others include Kingan meats and 
Munson G. Shaw liquor imports. 

J. D. Tarcher & Co., New York, 
is reported to have remained at 
about the $6,000,000 mark, with 
only a slight gain in 1948. Kinsey 
Distilling (aided inadvertently by 
a book on “Sex Habits of the Hu- 
man Male”) and Benrus Watch 
were more active. Coty introduced 
a new perfume. Others among its 
dozen accounts are Marie Earle 
cosmetics, McKesson & Robbins, 
Pequot Mills, Personna Blades, 
White Rose foods and Julius Wile 
wine and liquor imports. 


= Wade Advertising Agency, Chi- 
cago and Los Angeles, reported 
1948 billings were “a little more” 
than those of 1947, although Walter 
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A. Wade, executive vice-preside: t, 
told AA that the final audit {or 
1948 has not yet been complet: 
In 1947, Wade billed about $5,500 .- 
000 in network radio and almost 
$7,000,000 altogether. The increased 
billings are derived largely from 
the addition of the Shotwell Can \y 
Co. and DeMet’s (candy) accoun's, 
in magazines and radio. Largest 
of Wade’s dozen accounts is Miles 
Laboratories, Elkhart, Ind. 

Warwick & Legler, New York 
and Hollywood, has grown con- 
sistently from less than $6,000,000 
in 1946 to $7,000,000 in 1947 to 
$8,250,000 in 1948. Pabst Brewing 
continued in 1948 to be its largest 
account, more than $3,000,000, fol- 
lowed by Seagram Distillers, $1,- 
500,000. Other factors included 
Farnsworth Television & Radio, 
Equitable Life, Hoffman Beveraze, 
Tangee beauty preparations and 
Larus & Bro. tobacco products. 
W&L got the Democratic National 
Committee from Biow in good time 
to help the Truman cause, but lost 
American Legion to Roy S. Dur- 
stine, Inc. 


we The young agency of William H. 
Weintraub & Co., New York, has 
shown an increase each year since 
it was launched in mid-1942. In 
1947 it billed $5,842,000 and in 
1948, $7,617,000. Last summer 
Weintraub acquired some Kaiser- 
Frazer advertising and last month 
it began to get billings on K-F's 
sponsorship of Walter Winchell on 
ABC. Revlon beauty products (re- 
signed by McCann-Erickson) be- 
came a billing factor in December. 
Other major accounts include 
Schenley’s Cresta Blanca wine, 
etc., Emerson Radio, Helbros 
Watch, Lee Hats, Wings Shirts, 
Trimount clothing, and Seeman 
Bros.’ Air Wick. 

The Chicago and New York 
Weiss & Geller agencies probably 
totaled $7,000,000 in 1948, about 
evenly divided between the two 
offices. A Chicago addition was 
new plastics products of General 
American Transportation Corp. 

Ward Wheelock Co., Philadel- 
phia, New York and Hollywood, 
continued to do $7,000,000 plus bil- 
ling from two accounts, Whitman’s 
candies and Campbell Soup Co. 
Campbell declined in gross net- 
work radio billings, from $5,071,- 
000 in 1947 to $4,762,320, but mag- 
azine advertising expenditures 
were reported at nearly $2,000,000. 
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Advertising Age, February 21, 1949 


Agencies Announce 
$1-5,000,000 Billing 


17 Reach $4,000,000 
or More As 8 Claim 
Above $1,000,000 


(Copyright, 1949, by Advertising 
Publications, Inc. Reproduction 
expressly prohibited) 


New YorK—In addition to 44 
advertising agencies which billed 
$10,000,000 or more and 39 others 
in the $5,000,000-to-$10,000,000 
bracket, 71 United States and Ca- 
nadian agencies billing $1,000,000 
or more in 1948 have reported their 
billings figures to ADVERTISING AGE. 

Nearly all of these agencies had 
larger volume than in 1947. 
Eighteen were at the top of the 
bracket at $4,000,000 or more and 
eight passed the $1,000,000-mark 
for the first time. Most of the 
others were between $1,000,000 and 
$2,500,000. 

Although data for the $5-10,000- 
000 and $10,000,000-and-up billing 
group are believed to be accurate 
and complete (being provided pre- 
dominantly by personal contact 
with the presidents of these agen- 
cies), agencies which might be in 
the $1-5,000,000 bracket were con- 
tacted primarily by a single letter. 
Many of them did not reply—and 
most of these probably because 
their agencies billed less than 
$1,000,000. A few who did reply 
would not divulge figures. 


a The number which billed $1,- 
000,000 to $5,000,000 probably is 
considerably larger than the 71 
listed here. It may be near 10% of 
all the 2,000 agencies “recognized” 
by the national media associations, 
or about 200. 

Including the 83 $5,000,000-and- 
up agencies, it would appear that 
only about one-seventh of all 
United States and Canadian agen- 
cies bill more than $1,000,000. The 
great majority of all of them not 
only place less than $1,000,000, but 
most of these less than $500,000. 
Some in fact (including some 
members of American Association 
of Advertising Agencies) place less 
than $100,000. 


s Although combined volume of 
the 1,900 agencies which bill less 
than $5,000,000 undoubtedly is 
smaller than the $1,400,000,000 re- 
ported by those which bill $5,000- 
000 or more, the under-$5,000,000 
agencies—most of them less than 
15 years old—provide much of the 
vitality which has created and 
strengthened the advertising agen- 
cy system. 

These smaller firms emphasize 
that they offer more direct per- 
sonal contact between their prin- 
cipals and clients. They concen- 
trate on service to a few steady, 
medium-sized accounts or on de- 
veloping new or smaller adver- 
\isers—and often both at once. 

ome of them will be among the 

ig agencies of tomorrow. Others 
rive, just as earnestly, not to be 
big. 

But with few exceptions nearly 
cil of them are growing, with the 
(ver-all growth of advertising vol- 

me and the development of newer 
gency services. 


« Among the 71 reporting in the 
£1-5,000,000 group for 1948, 18 
vere in the $4-5,000,000 part of it, 
and several of these just a shade 
inder $5,000,000. About half of 
‘hese moved to $4,000,000 or above 
‘or the first time. 

The 18 were Aubrey, Moore & 
Wallace, W. Earl Bothwell, Inc., 
+. M. Basford Co., Calkins & Hold- 
‘n, James Thomas Chirurg Co., 
4awrence Fertig & Co., Gray & 
Rogers, Monroe Greenthal Co., 
Lawrence C. Gumbinner AA, 


Charles W. Hoyt Co. Lloyd, 
Chester & Dillingham, C. L. 
Miller Co., Morse International, 
Robert W. Orr & Associates, Owen 
& Chappell, R. J. Potts-Calkins & 
Holden of Kansas City, William 
Von Zehle & Co., and Wesley Asso- 
ciates. 

Agencies which reported pass- 
ing the $1,000,000-mark were 
Caldwell, Larkin & Co., Indian- 
apolis; Cayton, Inc., New York; 
Emery Advertising Co., Baltimore; 
Hixson & Jorgensen, Los Angeles; 
Philip Klein AA, Philadelphia; 
Mayers Co., Los Angeles; Olm- 
sted & Foley, Minneapolis; Elwood 
J. Robinson Agency, Los Angeles. 


# Data on individual agencies in 

the $1-5,000,000 group follow: 
Alley & Richards Co., New York 

and Boston, successor to Joseph 


Richards Co., founded in 1874, had 
a 12% gain in billings in 1948 to 
“between $3,000,000 and $4,000,- 
000.” The agency added Silex 
(from McCann-Erickson) and 
SoundScriber (from Erwin, Wa- 
sey). 

Agricultural Advertising & Re- 
search, Inc., with headquarters in 
Ithaca, N. Y., and four other of- 
fices in the East and South, ex- 
panded billing from $1,700,000 in 
1947 to $2,000,000, because of ex- 
pansion of present accounts and 
addition of others. About 50% of 
its volume is represented by fees. 
This company will be 20 years old 
in April. 


a Anderson, Davis & Platte, New 
York—which will be 20 years old 
next May—increased billing from 
$3,000,000 to about $3,500,000. 
Among its score of accounts are 
several carpet and home furnish- 
ings advertisers. 

Atherton & Currier, New York 
and Toronto, was unchanged at 
about $2,500,000. Most of its ac- 
counts are drugs and cosmetics. 


questionnaire. 


Only Those Who Replied Are Listed 


The accompanying story, reporting on the billings of agencies 
whose 1948 total was under $5,000,000, represents the first at- 
tempt by ADVERTISING AGE to collect figures in this bracket. 

The figures on agencies in this group were secured by sending 
questionnaires to agencies. In most cases no follow-up was at- 
tempted. It should be clearly understood, therefore, that the 
accompanying list does not pretend to be complete; on the con- 
trary, it includes only those agencies which volunteered their 
figures. No attempt was made to develop figures in the under- 
$5,000,000 group for agencies which did not respond to AA’s 


The 25-year-old firm of Aubrey, 
Moore & Wallace, Chicago, in- 
creased volume from $3,500,000 to 
$4,000,000 on the strength of a 
score of consumer, industrial and 
agricultural accounts—despite the 
loss of International Harvester 
trucks to Young & Rubicam. 


a Barlow Advertising Agency, 
Syracuse, gained from $1,150,000 to 
$1,400,000 by additions to and ex- 
pansions of its list of three score 
diversified accounts, none of which 
represents more than 15% of the 


total. Only about 2% of Barlow’s 
volume is in fees projected to bil- 
lings. The agency was formed in 
1932. 

The veteran G. M. Basford Co., 
New York and Cleveland, expand- 
ed from about $3,500,000 to $4,000,- 
000. If Basford included its sub- 
stantial proportion of fees, this 
total would be much greater. 
Largely industrial, its consumer 
product business is growing. Com- 
bustion Engineering, for example, 
launched a home water heater. 
The agency places a “small pro- 
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PUT NOT YOUR TRUST IN Calculus! 


Mathematics, according to most of 
the mathematicians, is the closest 
approach to Absolute Truth. 

Could be...But one time when we 
wanted some just approximate truth— 
not the Absolute variety —mathematics 
came as close as a wornout weejy board 
or a horse handicapper with a hangover. 
We'd have done better with tea leaves! 

It was back in 1925. The News was 
still that terrible tabloid nobody read— 
although somebody bought more copies 
every month, and the bank took the stuff 
our drivers turned in as legal tender. 

Circulation was then above 800,000 
copies daily, and climbing. More presses 
were needed, and a place to put them. 
Our headache was—how many, or much? 


BeroreE anybody could figure how 
much building was needed for how many 
presses, to print how many copies— 
somebody had to figure when and where 
News circulation would stop growing! 

The problem was too tough for home 
talent, called for experts who could guess 
—but good! It was passed along to a 
very high class firm of engineers. 

Nothing to it,said the engineers. With 
six years of News growth for a base, the 
circulation leveling point and ceiling 


could be computed by calculus... with 


reasonable certainty. Well, “reasonable” 
was plenty good with us! 

Two weeks later the engineers came 
around with a chart which showed that 
News daily circulation would (a) level 
off in 1931 (b) around 1,100,000 copies! 
They proved it with calculus which we 
couldn’t understand, although it sounded 
very convincing. 


So WE PUT UP a new press plant in 
Brooklyn, with enough presses to print 
maybe 1,250,000 copies... Nothing like 
leaving a little leeway in such matters! 

There must have been lots of people 
around New York who didn’t understand 
calculus either. Because they kept right 
on buying more Newses! 

The dailycirculation passed 1,200,000 
copies in 1928!.,. And today at 2,175,000 
hasn’t leveled off yet! 

Calculus apparently can’t cope with 
human nature. When you have something 
people like, they just buy more of it! 

So many copies of The News are 
bought these days that we figure it is 
read by 70% of the families in New York 
City—no calculus, just plain arithmetic. 
And advertising in The News gets to 
more people in every part of New York 
City and suburbs—than advertising in 
anything else! 


And more people means more of every 
kind of people—just so they can read! 


Wuen People like a paper, they 
seem to pay more attention to the ads in 
it—which must be why ads in The News 
get more business than ads anywhere else 
...and why The News gets more retail 
advertising than any other publication! 

In fact, the easiest way to sell things 
in New York is to advertise in The News. 
The advertising is read by so many of the 


kind of people who are likely to like the 


kind of stuff you sell—that a lot of them 
buy it! It’s just as simple as that. 

However, if you like figures, we can 
show you oodles of figures, facts and data 
on practically everything. 


2,175,000 & 
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portion” of export volume. 


a W. Earl Bothwell, Inc., Pitts- 
burgh, Hollywood, New York and 
Chicago, increased from $2,500,000 
in 1947 to $3,400,000 in 1948, chiefly 
because of new clients. The bulk 
of its total, however, is still re- 
ported to come from several divi- 
sions of American Home Products, 
some of which conducted their 
largest campaigns. 

With about 100 consumer-prod- 
uct, agricultural and direct selling 
accounts (none of which supplies 
more than 5% of the total) E. H. 
Brown Advertising Agency, Chi- 
cago, increased from $2,104,516.38 
to $2,344,128.02. The Brown agency 
was formed in 1926. 

Byer & Bowman Advertising 
Agency, Columbus, also launched 
in 1926, credits an expansion from 
$1,500,000 to $1,600,000 to growth 
of existing consumer and indus- 
trial accounts—among the largest 
of which are Ashland Oil & Re- 
fining, Copeland Refrigeration, 
Huffman bicycles, Jeffrey indus- 
trial equipment, Kilgore plastics, 
McBee accounting equipment, 
Moore cooking utensils, and some 
divisions of Robbins & Myers. 
Eight per cent of total volume is 
represented by fees. 


es John A. Cairns & Co., New 
York and Toronto, is reported to 
have reached $3,500,000 in 1948. 
Many of its accounts are clothing 
and textiles. 

Caldwell, Larkin & Co., Indian- 
apolis, founded in 1922, moved 
above $1,000,000 with an increase 
from $925,000 in 1947 to $1,100,000 
in 1948. This agency serves about 
25 consumer-product, industrial 
and automotive accounts. About 
23% of totals for each of the last 
two years were in fees. 

One ambition of Earnest Elmo 
Calkins, who started an agency 
with Ralph Holden and some 70 
small accounts a half-century ago, 
was to serve only about 10 large 
ones. When he retired in 1929 he 
had achieved that ambition. To- 
day, however, Calkins & Holden, 
New York and Chicago, has a score 
of accounts of varying sizes. A 
leader is Stokely-Van Camp— 
made larger in 1948 by addition of 
the Stokely division, from Gard- 
ner Advertising Co., St. Louis. 
Billing, however, expanded mod- 
erately, from about $4,300,000 to 
$4,500,000. 


@ More than 100 consumer prod- 


uct and transportation accounts 
provided an increase from $1,100,- 
000 to $1,300,000 in the volume of 
the 40-year-old Canadian Adver- 
tising Agency, of Montreal, To- 
ronto, Kelowna and Vancouver. 
Percentagewise, the largest gain 
of any agency in this group prob- 
ably was made by Cayton, Inc., 
New York, which soared from 
$620,000 in 1947 to $1,800,000 in 
1948, and which has projected 
$2,500,000 for 1949. About 15% of 
gross in 1947 and 20% in 1948 was 
represented by fees. Bulk of the 
billing came from Devoe & Ray- 
nolds paints, Hardin Chemical, 
Pantasote wall and floor coverings, 
Polaroid, Walco Tele-Vue lens and 
Wearbest rugs. The Cayton agency 
was formed in August 1945. 
Chernow Co., New York, was un- 
changed at about $1,300,000. One 
addition in 1948 was I. Miller shoes. 
About 100 accounts, primarily tex- 
tiles and clothing, are on its list. 


es James Thomas Chirurg Co., 
Boston and New York, noted its 
llth anniversary by pushing bil- 
ling from $3,200,000 in 1947 to 
$4,100,000. This is “about evenly 
divided between mass market and 
thin market advertisers.” Chi- 
rurg also reports findings of an 
auditing firm which showed net 
worth of $308,170 on Dec. 31, 1948 
—up $43,000 from the previous 
year. 

Cruttenden & Eger, Chicago, ob- 
served its 25th birthday by nearly 
doubling volume, from $1,800,000 
to $3,100,000. Only 2.8% of the lat- 
ter figure was represented by fees. 
Major accounts are Admiral radios 
and appliances, Health-Mor vacu- 
um cleaners, Quaker Mfg. oil 
burners, and Shawnee Milling. 
At year end C&E lost the radio and 
television (media) part of Admiral 
to Kudner Agency. 


a Davis & Co., Los Angeles, ex- 
panded from $1,100,000 to $1,600,- 
000 ($150,000 in fees). Founded 
in 1943, Davis now has 10 accounts, 
but nearly all of them sizable—in- 
cluding American Fruit Growers, 
Wilson meat products (West Coast 
only), Fruit Industries, wines, and 
Scudder food products. 

A similar sharp gain—from 
$1,400,000 to $2,030,000—was re- 
ported by W. B. Doner & Co., De- 
troit, Chicago and New York. Its 
70 accounts range from newspapers 
and radio stations, retail stores and 
watches, to gasoline, beverages and 
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BOYS LIFE. 


The national magazine for boys — published by The Boy Scouts of America 


electric appliances. The Doner 
agency was started in 1937. About 
10% of its volume currently is in 
fees. 


ew Among several agencies which 
reported billings down to the last 
cent was Emery Advertising Corp., 
Baltimore: $853,480.38 in 1947 and 
$1,128,672.45 in 1948. This 19- 
year-old firm specializes in indus- 
trial accounts. The proportion of 
total represented by fees rose from 
15% in 1947 to 26% in 1948. 

Benjamin Eshleman Co., Phila- 
delphia, expanded from $1,850,000 
to $2,000,000. Among a score of 
accounts major factors are Atlan- 
tic Refining, Lee Tire & Rubber, 
Smith, Kline & French Labora- 
tories, and the Departments of 
Revenue and Commerce of the 
Commonwealth of Pennsylvania. 
The company was formed in 1933. 

Evans Associates Co., Chicago, 
reported no change from 1947’s 
$1,600,000. This 23-year-old agen- 
cy serves more than 40 diversified 
cOnsumer product, industrial, fi- 
nancial, agricultural and other cli- 
ents. Only 5% of the $1,600,000 is 
in fees, multiplied by 6% to rep- 
resent billing. 


a With addition of Dictograph 
Products and Indian Motocycle, 
and expansion of its National Dis- 
tillers accounts, Lawrence Fertig 
& Co., New York, is estimated to 
have increased billing from $3,- 
500,000 in 1947 to $4,000,000 last 
year. The agency provided no spe- 
cific figures, but reported business 
“substantially up.” 

Jones Frankel Co., Chicago, 
gained $400,000, to $1,500,000 in 
1948, due to activity of old and 
addition of new accounts. About 
20% of the volume of this seven- 
year-old firm (founded six days 
before Pearl Harbor) is in fees. 
Accounts include cameras, radios, 
cosmetics and other consumer, in- 
dustrial, retail and mail order 
products. 

Foods were the most important, 
among more than 60 accounts, in 
expanding the billing of Harry M. 
Frost Co., Boston, from $1,400,000 
to $1,700,000. Other clients range 
from the Boston Braves to the 
Yankee Network. The agency was 
formed in 1917. 


a Bert S. Gittins Advertising, Mil- 
waukee (14 years old on Feb. 15) 
noted precisely a rise from $1,607,- 
526.56 in 1947 to $1,731,057.70 in 
1948, due both to additions and ex- 
pansions. Principal accounts are 
Allis- Chalmers tractor division, 
Bucyrus-Erie earth moving and 
drilling equipment, Consolidated 
Products, Kasco farm feeds and 
dog food, and Jacobsen mowers. 

Phil Gordon Agency, Chicago, 
moved from $1,250,000 to $1,500,- 
000. Founded in 1926, it has built 
up a wide list of about 40 accounts, 
largely consumer product and mail 
order. Four per cent of the total 
is in fees. 

Gray & Rogers, Philadelphia, 
which moved above $5,000,000 in 
1947, dropped out of the group in 
1948, when budget reductions in 
its list of 70 industrial and con- 
sumer accounts in the last half 
cut billings for the year to $4,- 
600,000. 


a Monroe Greenthal Co., New 
York, began in October 1946; billed 
$2,700,000 in 1947, and $4,100,000 
last year. Unlike many another 
agency with movie accounts, its 
volume in this classification was 
larger—due mainly to addition of 
Samuel Goldwyn Productions, on 
which Greenthal got $750,000 in 
three months. Universal - Inter- 
national billed about $1,500,000; 
Eagle-Lion Films about $500,000, 
and J. Arthur Rank Productions, 
iess than $300,000. International 
Television and Vitavision were 
factors. A new addition, for 1949, 
is Florida Citrus Canners. 

The 20-year-old Lawrence C. 
Gumbinner Advertising Agency, 
New York, was vague. Billing of 
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“under $5,000,000” was “about the 
same” as in 1947. The score of 
Gumbinner accounts include Dun- 
hill lighters and cosmetics, Heu- 
blein alcoholic beverages, Norwich 
Pharmacal and (acquired from Al 
Paul Lefton Co. in mid-1948) Loft 
candy stores. 


ws Because of contraction of ac- 
counts the volume of Hamilton Ad- 
vertising Agency, Chicago, dropped 
from $1,400,000 in 1947 to $1,125,- 
000 in 1948. Among its 25 ac- 
counts are Employers Mutual Lia- 
bility Insurance Co. of Wisconsin, 
Webster Electric, Wrisley soaps 
and toiletries, Micro Switch, Na- 
tional Chemical & Mfg., Line Ma- 
terial, and Falk industrial equip- 
ment. The fee proportion rose 
from 20 to 24%. The agency was 
founded in 1916. 

Twenty years old in 1948 was 
F. H. Hayhurst Co., Toronto and 
Montreal. Its nearly 100 accounts 
are primarily consumer products. 
A 1947 addition was the G & W 
division of Hiram Walker-Gooder- 
ham & Worts, Ltd. Dr. A. W. Chase 
Medicine Co., Ltd., signed in 1948, 
and the agency is starting 1949 
with Mercury Mills, Ltd., and Nu- 
coa margarine in Canada. Fees in- 
cluded in the total, which rose 
from $1,200,000 in 1947 to $1,500,- 
000 in 1948, “are not multiplied by 
6%4 or 7.” 


m One agency which failed to bill 
$1,000,000 in 1948 but which fore- 
sees more than $2,000,000 in 1949 
is Hewitt, Ogilvy, Benson & Mather, 
New York and London. Founded 
last March, with Anderson Fowler 
Hewitt as president and David 
Ogilvy, vice-president, secretary 
and treasurer, it acquired, among 
others, E. & J. Burke (Guiness 
stout and Burkes ale), British 
South American Airways, Dunlop 
Rubber Co. Ltd. (men’s wear), 
H & P Sauce, Ltd., Merideth & 
Drew, Ltd., and at the end of the 
year Sun Oil Co., from Roche, 
Williams & Cleary. 

Due to contraction of one large 
account (unspecified) billing of 
J. M. Hickerson, Inc., New York 
and Washington, dipped from $1,- 
400,000 to $1,300,000. Major fac- 
tors in its total include General 
Electric’s Premier vacuum clean- 
ers, New Departure division of 
General Motors, United States Sec- 
ond Army and D. Van Nostrand 
Co., book publisher. Percentage of 
billing represented by fees de- 
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clined from five in 1947 to three i», 
1948. The agency was formed j, 
1939. 


es Hicks & Greist, New York, rv - 
ported an increase of 25 to 30: 
and a total “between $1,000.00) 
and $2,000,000.” Its accounts i; - 
clude Lewyt vacuum cleaners, et 
One addition last year was X-Pra, 
atomizers. Formerly the New Yor: 
branch of Moser & Cotins, Utic 
the present firm was started by }! 
L. Hicks and E. H. Greist in 1942 
Hixson -O’Donnell Advertisin,. 
Inc., New York, expanded fro) 
about $2,200,000 to $2,700,000, due 
to growth of Sinclair Refining and 
addition of fashion accounts. Rich- 
field Oil was smaller. The totals 
include some fee projections. 
Richfield Oil on the West Coast 
was one of several principal fac- 
tors in the growth of Hixson & Jor- 
gensen, Los Angeles, from $900,000 
to $1,100,000. Others were the Day 
& Night division of Affiliated Gas 
Equipment, and Payne Furnace. 
Ten per cent of each year’s total 
was represented by fees. The 
agency was formed in’ 1933. 


ws Charles W. Hoyt Co., New York 
and Hartford, continued its steady 
increase, from $3,600,000 in 1946 
to $4,200,000 in 1947 to $4,700,000 
in 1948. Dennison paper products 
went to Batten, Barton, Durstine & 
Osborn but Hoyt acquired Oxford 
Paper. Some fees are included. 

With nearly 200 diversified ac- 
counts, including photographic sup- 
plies, books, foods, women’s wear 
and pharmaceuticals, the 12-year- 
old Jasper, Lynch & Fishel, New 
York, boosted billing from $1,200,- 
000 to $1,500,000. Percentage of 
fees projected to these totals rose 
from 5 to 7. 

The young firm of Kastor, Far- 
rell, Chesley & Clifford, New York, 
continued steady growth — from 
about $2,500,000 in 1946 to $3,000,- 
000 in 1947 to $3,500,000 last year. 
Its largest account is Blatz beer, 
estimated at $1,500,000. Waltham 
Watch (acquired from N. W. Ayer 
& Son) went into receivership early 
in 1949. Hickok men’s products is 
expanding. 


ws Henry J. Kaufman & Associates, 
Washington, added $200,000 to pro- 
vide a $1,500,000 total in 1948, of 
which 33.8% was represented by 
fees. Fifty per cent of the Kauf- 
man accounts are national con- 
(Continued on Page 66) 
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HOMERIZED—National Paper Corp. of 
Pennsylvania, Ransom, is using these ads 
in more than 140 newspapers throughout 
the country to introduce its new type of 
bothroom tissue, described as employing 
a new purification process called “‘homer- 
ized.” H. C. Morris & Co., New York, is 
the agency. 


§-Story Building 
o House Chicago 
Offices of FC&B 


Cuicaco—Foote, Cone & Belding 
mas signed a ten-year lease on the 
yuilding owned and occupied by 
E. H. Sargent & Co. at 155 E. Su- 
yerior St., just off Michigan Ave., 
und will consolidate all Chicago 
erations there after extensive 
alterations. 

The building contains six stories 
ind basement, accounting for 87,- 
(00 square feet of floor space. 
FC&B plans to house about 400 
mployes there, consolidating the 
staff which is now housed in the 
Palmolive building, Commerce 
lart, and the Weathered building. 
he agency’s engraving, electro- 
yping and production shop will 
ontinue unchanged at 510 N. 
Dearborn St. 

Friedman, Alschuler & Sincere, 
architects, will handle structural 
‘hanges, which will include an en- 
ire new front and new interior, 
‘complete air conditioning, etc. De- 
ign of the interior will be handled 
yy Harper Richards. 


Construction activities will start 
his summer, and the entire mov- 
ing operation, to take place in 
tages, is expected to be completed 
In about a year. 

The building will be designed 
ntirely as a workshop, and in 
addition to the usual agency of- 
tices, will contain an auditorium 
omplete with stage and projection 
quipment, which can be used by 
lients for sales meetings, as well 
s for other purposes. 

Most unusual feature of the new 
juarters will be the fact that all 
rivate offices, including those of 
rairfax Cone, executive committee 
hairman, will be exactly the same 
ze A “goodly number” of con- 
ference rooms scattered over the 
Xx floors will take care of meet- 
ngs involving more ,people than 
an be housed comfortably in any 
i the offices. 

F nancial details of the transac- 
ion have not been revealed, but 
t understood that remodeling 
vil require a minimum expendi- 
ure of $500,000. 


urney Advances Two 


Curney Foundry Co., Toronto, 
na: ufacturer of heating and 
00 ing appliances, has appointed 

[. Williams as general sales 
Nanager and O. E. Loberg as as- 
stint general sales manager. In 
‘dcition to his duties as general 
ales manager, Mr. Williams will 
on inue to direct the sales of the 
‘eaiing division, while Mr. Loberg 
il supervise the sales of the stove 


Weekly Video Volume 
Reaches $307,185 


Advertisers—727 of them—spent 
an estimated $307,185 (gross) for 
television time during the week of 
Jan. 2-8, N. C. Rorabaugh Co., 
New York, reports. 

Categorically, 33 network clients 
accounted for $68,954; 234 select- 
ive (spot)—national and regional 
non-network—clients spent $143,- 
343, and 460 local retail firms, $88,- 
888. These figures are based on 
information furnished Rorabaugh 
by TV networks and stations. 


Harry Meyers Promoted 


Harry D. Meyers has been 
named eastern advertising mana- 
ger of The American Weekly, New 
York. He was formerly on the east- 
ern sales staff and has been with 
various Hearst publications for the 
past 18 years. 


‘Herald Tribune’ Appoints 
Crockett & Dyckhoff 


C. John Crockett, former classi- 
fied advertising manager of the 
New York Herald Tribune, has 
been appointed manager of food 
advertising, a newly created divi- 
sion of the newspaper. 

Felix Dyckhoff, formerly with 
Young & Rubicam and Compton 
Advertising, New York, succeeds 
Mr. Crockett as classified adver- 
tising manager. 


Appoints Conybeare 


J. Robert S. Conybeare has been 
appointed general sales manager 
of Wooster Rubber Co., Wooster, 
O., manufacturer of Rubbermaid 
housewares. He joined the com- 
pany in 1947 and prior to that 
was advertising manager and as- 
sistant sales manager of Dailey 


Mills, Inc., Olean, N. Y. 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue Chicago 1, Ill. 


DEarborn 2-5272 


Mr. Vanier (inset) and his daughter, 
Miss Joyce Vanier, along with his two 
sons are all active at the C-K Ranch 


“We feel that we get more returns from the Kansas Farmer than 
from any other advertising we do.” This statement from Gene 
Sundgren, manager of the C-K Ranch, was verified by Mr. Vanier, 
owner, and his daughter, Joyce, both pictured above. Mr. Vanier 
is president of the American Hereford Association and has been 
raising Herefords on his outstanding ranch since 1936. He has 
been a consistent Kansas Farmer advertiser for over 12 years. 


The influence of “Kansas Farmer” on the 


Vision. 


ines Promotes Ebel 

dwin W. Ebel, former sales 
advertising manager of Gaines | 
foods, a division of General | 

ds Corp., New York, has been 

ointed general sales manager 

the division. 


buying and selling habits of Kansas 
farmers is ably illustrated by the volun- 
tary statements of hundreds of Kansas 
Farmer subscribers who also use it as 
an advertising medium. The fact that 
Kansas buyers of livestock display ad- 
vertising buy 40 lines in Kansas Farmer 
to 5 lines in the closest secondary 
medium is important to national as well 
as sectional advertisers in their choice 


aes 


Ranses Farmer 


Pees IETS Ce eae 


of the right medium to cover Kansas. 
This overwhelming acceptance of 
Kansas Farmer has been built by an 
editorial policy that analyzes, not 
merely reports, on farm events. The 
result is a farm paper that carries un- 
equaled prestige in Kansas agriculture 
—a farm paper that exerts a dominant, 
creative influence on better farming 
methods as illustrated by the confidence 
placed in it by Kansas farmers. 


Display Livestock Advertising 1948 


No. 1 KANSAS FARMER . . . . *40,120 LINES 
*(From publishers information bureau) 


No. 2 A WEEKLY FARM 
NEWSPAPER .... - * 4,763 LINES 
* (Estimated, no records published) 


KANSAS FARMER 


Editorial and Business Office 
TOPEKA, KANSAS 
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DECENTRALIZATION NO HANDICAP 
“TO THIS AGENCY'S OPERATIONS 


Find Many 


Advantages in Non-Metropolitan Location; 
Clients Benefit Even More © 


tch in Cham- | 
small city more | 
miles from any | 
nter, Grubb & 
‘jing agency has 
is decentralized 


sponsible for the opening of sev- 
eral graphic arts studios in Cham- 
paign, enabling the agency to 
offer complete service from local — 
sources. This, say Grubb & Peter- 
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advertising . ; . 
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. ropolitan agencie ; bi 
with aa ies we were not planning to — porte J 
eS for some time, at least. They didn’t ~ end lecgest 
a notch artists of our own—that the none om oomaath 
hed ewe as eaneavind plant was located one ere wens 
pc Aa rinters (one equipped for tremet oh business was 
ones P blocks from our office. And, magnet poy pe 
Csprhiag bet smooth sailing the first few months, 
mn began to grow fF apidly. 

i is li roof of the potential business in our area, we 
an pth ag nvincing a widely-known AAA-1 commercial 
had little trouble co g soa 
photographer, a retoucher, and several very capable artists that 


Champaign was a good place to have studios. 


Today Grubb & Peterson and all related graphic arts suppliers 
are going strong. It isn’t necessary for us to depend upon metro- 
politan sources for a single thing in the creation and production 
of publication or direct mail advertising. Our clients benefit 
accordingly! 


Inspection of the a ith i 
gency—with its complete de i 
— apes copy, layout, media, radio, and ns ng 
— pons - e Mew. alert advertisers. And if you would like to 
mf Jour the many advantages of this non- i 
0asis, in relation to your advertising dollar, write, “ace 
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‘Readers Reluctant 
to Buy Video Sets, 
‘American’ Reports 


New YorkK—American Maga- 
zine says its readers are not rush- 
ing out to buy television sets. 

A cross-section study of the 
magazine’s nearly 2,500,000 reader 
families—57.7% of whom are with- 
in reach of TV _ stations—shows 
that 77.5% of them are undecided 
about buying sets or don’t expect 
to buy if video becomes available 


this year. 


Some 3.2% of American’s sub- 
scribers already own television re- 
ceivers; this figure increased 200% 
between April and December 1948. 

The 22.5% who think they might 
buy a set this year expect to pay 
a median price of $303. Ray Rob- 
inson, director of research for 
Crowell-Collier Publishing Co., 
called attention to the 54.4% who 
are undecided as a “wide open op- 
portunity for manufacturers to 
cultivate a receptive market.” 


s He said three out of five per- 
sons who do intend to buy a re- 
ceiver soon name the brand they 
have in mind. Combination models 
are preferred by 33.8%; 19.8% 
want table models. 

Respondents were specific in 
their reasons for not buying sets 
this year. The majority—52.6%— 
said “can’t afford to”; 45.7% will 
wait because they think the re- 
ceivers will be improved and 
24.1% because they think prices 
will go down. 

Some 24.8% of the non-TV set 
owning families see television reg- 
ularly—most of them through the 
courtesy of a friend or relative. 


Two Join Cocktfield, Brown 


Gilles Duhamel and Maurice 
Bedard have joined the radio de- 
partment of Cockfield, Brown & 
Co., Montreal. Mr. Duhamel was 
formerly in the public relations 
department of National Breweries 
Ltd., Montreal. Mr. Bedard has 
been free-lancing since 1947. 


Brading’s Boosts Thompson 


Peter A. R. Thompson, in the 
sales department since 1946, has 
been named sales supervisor in the 
Toronto district of Brading’s Cap- 
ital Brewery Ltd., Ottawa. 


Advertising Age, February 21, 19 ) 
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Teleradio Mans Corner 


Advertising circles are speculating on the odd reversal of 
positions, in recent months, between CBS and NBC as to 
program department activity. On the one side CBS, by a 
series of spectacular talent raids, has “stolen” or “bought” 
so many NBC stars that the old balance of comedy popu- 
larity ratings has changed in CBS’ favor. Consequently, 
CBS now has less need and less interest in creating its own 
programs, whereas NBC suddenly has a very great and new 
need to do just this. 


The parallel with publishing is especially clear in Paley’s 
electing to line up feature materials of known circulation 
pull. In the process he has stripped NBC of much former 
program strength which NBC originally secured on a basis 
of stations and facilities. What NBC loses to CBS bonus-bait, 
it must now replace by entering the chancy field of show- 
manship. 


Hence the strange twist of NBC moving into a field from 
which, on the logic of need, CBS will probably slowly with- 
draw. Here we see the constant ebb and flow of business 
change. It will not be easy for NBC to make up for lost time. 
Nor will CBS discontinue program creation. And yet in com- 
mercial logic, recent events have deprived CBS of its old 
needs and handed these, as a gift in disguise, to NBC. The 
boys at Radio City have been, we hear, more than a little 
surprised that so many of their stations and advertisers have 
cheered the new NBC policy of “economical programming.” 
It’s not hard to understand why. The vast front page pub- 
licity of Paley’s deals, with exaggerated accounts of the 
terms involved, chilled the marrow of many a business man. 


Atlantic City’s Ad 
Budget Is $120,000 


ATLANTIC City—This resort will 
virtually double its newspaper and 
magazine advertising this year, 
under the 1949 budget approved by 
the city commission. 

An appropriation of $120,000 
has been made for paid space, as 
compared with $61,575 last year. 
The additional funds will come, as 
had been suggested by hotel and 
other business men, from the city’s 
3% luxury tax on tobacco, liquor, 
hotel room rates and amusement 
admissions. 

The total appropriation for pub- 
licity, promotion and advertising 
during 1949 is $228,345, as against 
$149,025 in 1948. 

New promotional stunts sched- 
uled are a Memorial Day fashion 
show, with an appropriation of 
$1,000; a bicycle fashion festival, 


$800, and a fail fashion show, 
$1,500. Other items range from 
$1,200 for the annual clam eating 
contest to $5,000 for the National 
Headliners Frolic, at which news- 
paper men, radio men and photo- 
graphers are honored for out- 
standing achievements during the 
year. 


Flint Appoints Manning 


Francis X. Manning, formerly 
real estate advertising manager of 
the New York World-Telegram 
and before that an account execu- 
tive of Metropolitan Advertising 
Agency, has been named an ac- 
count executive of Flint Advertis- 
ing Associates, New York. 


Liberty Laundry to Korn 


Liberty Laundry Co., Philadel- 
phia, has named. J. M. Korn & Co., 
Philadelphia, to direct its advertis- 
ing. Newspapers, car cards and 
radio will be used. 


1. Home of the largest steel 
mills in the world. 


2. Center of a $500,000,- 
000 market. 

3. Second largest city in In- 
diana, as well as second 
largest within a 100-mile 
radius of Chicago. 

4. Highest rating in Indiana 
for retail sales opportun- 
ities on a per capita 
basis.* 

5. Highest rating for any 
city in the North Middle- 


west states.* 


Now Available: Market Guide for the 
Gary Trading area. Current, essen- 
tial information: Population, buying 
power, retail outlets and other data 
important to planners of sales and ad- 
vertising. Ask our national represent- 
atives or write this newspaper. 


We haven t got the World by the tail, 4. .. 
We have got the TOP market in Indiana and the Midwest 


GARY 


METROPOLIS OF INDIANA’S INDUSTRIAL EMPIRE 


*(Sales Management Refail Sale 
Forecast, February 1, 1949) 


No representative of any CHICAGO Newspaper can sincere!) 
claim that his newspaper can give you adequate family circu 
lation penetration or effective trade influence in the Ga 


Trading Area. 


The GARY POST-TRIBUNE 


Gary’s only newspaper 


is home delivered, six evenings a week, to more than 95°. 0 


the families in the city zone, and to an average of better ‘hia! 
80% of all families in the entire Gary Trading Area. 


This is more than double the effective family coverage o! a! 
Chicago daily newspapers combined in this area. 


In this market no other medium even approaches the family ir 
culation penetration or advertising effectiveness of The © & 


Post-TRIBUNE. 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY, |\( 


New York ¢ Chicago ¢ Atlanta « Oklahoma City ¢ Dallas ¢ San Francisco @ Los An :¢! 


For best results ADVERTISE ADEQUATELY in newspape 
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|Philip Morris Sales Sweets Names Starin Ad, 
\Show 32% Increase Sales Promotion Manager 


Nine months’ sales for Philip Arthur A. Starin has been ap- 
‘Morris & Co. (which ends its fis-| pointed advertising and sales pro- 
cal year March 31) were $172,017,-| motion manager of Sweets Co. of 
| 000 in 1948, compared to $130,034,-| America, Inc., 
000 in the comparable period in|} Hoboken, N. J., 
1947, an increase of 32%. For the| maker of Tootsie 


East Orange is 
a good town, too! 


In family purchasing power East Orange with 


calendar year 1948, sales were|Rolls and other ™@ $6,937 ranks 5th highest among cities in U. S. ne 3 
$213,241,000 ($205,712,000 domes-| candies, | and & Fort Wayne with $6,757 per family ranks 7th. i: 
tic) against $167,532,000 ($159,-|Tootsie fudge 3m eo 


Yonkers ranks 98th. " 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


103,000 domestic) in 1947. This| mix. “a 
represents an increase of 27%, Prior to join- @ 
after allowing for price increases.|ing Sweets, Mr. 

Its net sales for the quarter|Starin served in 
ended Dec. 31, 1948, were $60,550,- | a similar capacity 
000, an increase of 39% over the|with Scott & 
$43,495,000 sales in the same quar-|Bowne, Bloom- 


me iter of 1947. Higher sales volume|field, N. J., and ~ arthur Starin 
Meee jaccounted for $14,617,000 of the|before that was Adin Se Fort Wayne, Indiana 
increase, with $2,438,000 due to| with John F. Jelke Co. and Scholl ALLEN-KLAPP CO... . NEW YORK ... CHICAGO . . . DETROIT 
DRESSED UP—Grocery Store Products’ | higher prices in effect in 1948. Mfg. Co. 
Kitchen Bouquet division, Union City, 
N. J., is packaging its product in new a 
two and four-ounce bottles, which have a eae 
sturdy base to prevent tipping and a pt = 


specially contoured neck for clean pour- 

ing. The bottles and lithographed metal 

caps were designed and manufactured 
by Owens-Illinois Glass Co. 


‘Hotel Monthly’ 
Issues Yearly Study 
of Business Trends 


Cuicaco—Hotels sold $2 billion 
of rooms, food, beverages and 
miscellaneous services in 1948, but 
both rooms and restaurant patron- 
how, age continued to show declines 


from irom war levels, according to Hotel 
iting GMonthly’s annual analysis of busi- 
onal ness trends affecting hotels, pub- J 
>ws- [plished in the January issue. a 
oto- The survey is the result of the 
out- §publication’s investigation of 
the trends in pleasure and business 
travel, new hotel construction, 
payrolls, rent control, manufactur- 
ing developments, food production, Ji ' - 
mica toed end gue VISION DEPARTMENTS ’ 
ap! buying volumes. ant 
nom Rail travel dropped from an in- ‘- 
ecu- giex of 500 (1935-39 equals 100) in ne 
ising passenger miles during 1944 to 200 


ac- 92 1948. Highway travel continued 
rtis- §4 gradual but steady rise from 1943 
to reach 156,000,000 miles in 1948. 
Air travel increased 14% in 1943 
over 1942, was up 40% more in 
1944, 50% more in 1945, rose to 
Co, 2 new index figure of 1350 in 1946 
rtis- (1935-39 average again is equal 
to 100), continued steady in 1947 


Already Television is old enough to have demonstrated that best com- 
mercial results from the use of this medium are obtained by following 
theatre screen ad techniques. 

From our Member Companies’ 30 years of experience in producing 
short-length advertising films (Spot Movies), we are unusually well 


and 
and dropped only 3% in 1948. 3 . e¢ 
___ Ij The publication points out that equipped to help you get the maximum benefits from your television 
‘if hotels could take full advantage : . 
of the increase in travel and im- film ad P roduction expenditures. 
» 0 rove their business volume in the Without obligation, our representatives will be glad to discuss with 


same ratio, occupancies in ’49 

would average 104%. After allow- you: 

ast ing for a 5% increase in the num- 

ber of hotel accomodations avail- 

able, and a 10% increase in the 

ii Soleq™g Peed of transportation, one could 

949) [say that the ‘ideal’ 1949 hotel oc- 
tupaney ... becomes 89%.” 

New hotel construction contin- 2 

ues to lag, according to the study, ° 

while food prices in 1948 reached 

record heights. Regarding food 

prices, Hotel Monthly comments, 

erely—we are “starting this year with 

incu some fine opportunities to bring 

00:1 costs down.” 3 

. 


1. How you can produce television commercials on film that will be suitable 
for both television and theatre screen use; 


How you can extend the market coverage of your television films (a) 
through their use in theatres in cities not on your television schedule and 
(b) through their use in theatres in the thousands of towns outside the 


range of television station antennas; 


How you can use our Member Companies’ long-established Spot Movie 
production “know-how” and modern studio facilities in producing effec- 
tive advertising film commercials more economically. 


Iwo Appoint Wayne Agency 
Wayne Advertising Agency, 

4 @Phiadelphia, has been retained 
h; to handle the advertising of Stan- 
ley H. Goldsmith, Inc., for Moth- 

Sale. Trade publications will be 

use |. The agency also has been 

, @ aed to direct the advertising of 
_. OffFrench Jewelry Co., Philadelphia 
an’ New York, manufacturer of 


For full information — wire or write us today. 


hal 
@"Air {lex men’s and women’s watch- 
bands. NATIONAL OFFICES 
708 45h S 33 N. Michige: 1032 Corendelet § 
‘ . wy . seen ecoogceeedgags ith St. 3 N, Michigan A’ ndelet St. ’ 
yi a WLNA Appoints Silver "“2ecoccesnaseeesee® ° 2) Phone: MUrray Hill 6-3717 Phone: ianieke 3.3022 Phone; Mognelia 4545 ; 
I <—— S. Silver Jr., a member M 0 Vl f ADV F RT IS N G BU RE A U , KAMEAS CITY CLEVELAND 4 FRANCISCO 
of : ; 44 rlotte St. 400 Leader " Market St. 
y ing ee , ng —— sesesccsees Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 
» ’ ’ ” es wrri. ss 5 
Cor Signed, effective March 7, to be- moc ceccosecss MEMBER COMPANIES 
j come 
W.UN general manager, of Station UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


|, N@Pixie Brewing to Sewell 

An jel ewell Advertising Agency, New 
eans, has been retained to di- 

Ip e t the advertising of Dixie Brew- 


‘ Co., maker of Dixie 45 beer. 
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One-Ways No Flop, Glass 
Institute Figures Show 

To the Editor: We are public 
relations counsel for the Glass 
Container Manufacturers Institute 
and noticed with interest the arti- 
cle on One-Way bottles in the soft 
drink field which appeared in your 
Jan. 3, 1949, issue. 

We were somewhat disturbed 
over several statements, particu- 
larly the one in the second para- 
graph reading: “Beer in one-ways, 
according to one liquor industry 
observer, has been a ‘dismal 
flop.’ ” 

Knowing of your concern for ac- 
curacy, we are sure you will wel- 
come some facts which indicate 
that this and other statements give 
a most misleading impression. 

The One-Way beer bottle can 


! Cn 


Pattie’ clade OI le 8 ey 


This department is a reader’s forum. Letters are weleome. 


hardly be called a “flop” in view 
of such developments as the fol- 
lowing to mention a few: 

Of the 400-odd brewers in the 
United States, 178 are in One- 
Ways. 

Of the 25 leading brewers, 18 
aré in One-Ways. 

All far western beers are now in 
One-Ways. 

Trommer, one of New York’s 
leading beers, bottles all its pre- 
mium beer in the One-Way, and 
has been promoting it successfully 
for over a year. 

Last month Budweiser went into 
One-Way quarts in its national dis- 
tribution. 

All six brands in the Baltimore- 
Washington area are promoting the 
no-deposit, no-return bottle which_ 
currently represents over 12 per) 
cent of the market. 


Although national promotion be- 
hind the One-Way dates back only 
to last summer, it already rep- 
resents approximately 5% of the 
national market. Convinced of the 
future of the One-Way beer bottle, 
the glass container industry has 
just voted a million-dollar mar- 
keting campaign for 1949, on One- 
Ways alone. 

JoHN R. SCHACKNE, 

Theodor Swanson & Co., New , 

York. 


Champ Ad Makes Weir Wonder 


To the Editor: Our client, 
Champ Hats, Inc., and we share 
The Creative Man’s views on hat- 
lessness, its cause and its cure. 

Having apparently seen, how- 
ever, the attached advertisement 
in the Daily News Record, I am a 


a Se en ge ae are 
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The biggest grocery market in Canada 


The mark-up on grocery products is small and the profits come from heavy 


volume. 


To get big volume business out of a country with just under 13,000,000 


people you have to reach a pretty high per cent of the total population. 


Furthermore you probably want to do most of your business in the heavily 


populated areas where sales and distribution can be more economically 


handled. 


English-speaking families 


Through the Star Weekly alone, you can reach 42% 


And in the 


in Canada. 


volume is heaviest, an average of 53%. 


of all the 


urban centres, where 


The Star Weekly offers a vast Canadian market—a good market made up 


of better than average homes. 


Canada. 


Sten L.cok Day 


Cost of Advertising in The Star Weekly 


A campaign of 5,000 lines of black and 
white advertising in the magazine 
section costs $10,000. Reproduction 
material same as for daily newspapers. 


For any product it’s 


the volume market in 


of 3,402,000 PeopLa 


ly 


The STAR WEEKLY 


PUBLISHED AT 80 KING STREET, WEST, TORONTO, CANADA. 
Montreal Office: University Tower 
U.S. Representatives: Ward-Griffith Co. Inc. 


THE STAR WEEKLY REACHES ONE OUT OF EVERY TWO ENGLISH-SPEAKING URBAN HOMES IN CANADA 
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aan BUSINESS WORTH 5 MINUTES ’ 


THE NINE STEPS—This Champ Hats ad, showing dealers nine steps in a program 
to help combat hatlessness, would have made a good illustration for a recent ob- 
servation of The Creative Man, Walter Weir thinks. 


little puzzled why, when discuss- 
ing hatlessness, the usually cir- 
cumspect “occupant of The Cor- 
ner” should illustrate his point 
with a shoe ad. 
WALTER WEIR, 
President, Walter Weir, Inc., 
New York. 


Questions Justification for 
‘Certain’ Attention Getters 


To the Editor: A recent issue of 
ADVERTISING AGE carried an arti- 
cle concerning the provocative and 
pornographic advertisements of a 
certain manufacturer. Now sex and 
pornography have always been the 
No. 1 refuge of that type of ad- 
vertising man who, lacking en- 
tirely any real creative ability 
that would enable him to create 
an effective advertisement, has no 
other recourse but to adopt the 
tactics of the peep or burlesque 
show in order to call attention to 


his offerings. Naturally, as might 
be expected, this sort of thing is 
invariably justified by such an 
individual as “good” advertising, 
and he can most always point to a 
certain amount of “favorable” re. 
action that has ensued following 
the use of such advertisements. 

It should surprise no one t 
learn that pornography and smut 
have always attracted a large av- 
dience. The success of the “gir 
show,” the numerous pornographic 
publications seen at most any 
newsstand, attest to this fact. 

A pornographic picture in an 
advertisement will attract atten- 
tion in the same manner that an 
individual parading .about with his 
pants down will attract attention, 
and it will be just as effective in 
helping to sell reputable merchan- 
dise. 

When any firm in order to call 
attention to its wares finds it nec- 
essary to emulate the routine of 


SAN DIEGO 


\\ the UNION and 


. TRIBUNE - SUN 


will put your product 
out in front 


Put the power of concentration into your San Diego advcr- 
tising campaign. Get more results from /ess dollars 1 


Southern California’s 2nd city. 
.. evening... Sundays .. 


San Diego... morning . 


Pick the winner 21 
. Pick 


the Union and Tribune-Sun! 
Ask the West-Holliday man! 


UNION and TRIBUNE-SUN. 


Union Tribune Publishing Co., San Diego 12, Californ 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., |ic. 
New York « Chicago « Denver « Seattle « 


Portiand + San Francisco + Los Ange ° 
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the burlesque comic or strip tease 
performer, we may be justified in 
our assumption that the value of 
their wares is as questionable as 
t}) eir morals. 
J. THUNDER, 
Cincinnati. 


‘Switch’ Continued 
lo the Editor: Enclosed is a copy 
of an advertisement a novelty 
house has been running as a take- 
off on the Calvert switch series. 
of all the ones your paper has 


JIM MUFOSKU* , 


has switched to Caufield’s 
because Caufield’s have a 
bigger line of tricks, jokes 
and games. 

of 1021 N. Brook st., 


Louisville, Ky. 
0c up. 
308 S$. 3rd S$}. 


\ COMPLETE LINE 
K. $. Caufield, Inc. 


run I think this one is the best 
of the lot. 

Wish the “Rough Proofs” col- 
umn were back on the front cover 
in its old place. It gives a humor- 
ous start for your magazine. 

J. H. WATTERS, 

Sales Promotion, J. M. Wat- 

ters & Son, New Albany, Ind. 


86% Gain Indicate 
a ‘Good’ Ad?, Writer Asks 

To the Editor, attention William 
H. Sapiro of Evans & Brisebois, 
Advertising, Detroit: Free Trans- 
lation on the Burnett-Walton re- 
capping. ad ADVERTISING AGE re- 
printed in issue of Feb. 7: 86% 
increase in volume in 60 days. 
Ain’t that sumpin’! 

In the same issue of the Salis- 
bury Times from which that ad 
was picked out, Mr. Sapiro’s of- 
fice had been apprised of the 5,000 
persons who crowded a_ cold, 
drafty warehouse to buy some odd 


Something of a ghost story: 
“How Do You Like My 


Blue And My Brown Bye?” 


Ghosts play the oddest game. They em 
change body parts Whe you and I change 
t's © game they play when there's 


THICK NEW TREADS FOR THOUSANDS OF EXTRA s41L£5 ———— 
AES Y MEW TREAD DESIGNS FOR SETTER MATER SAFETY 


Here The (WY) Budget Plan Makes It Easy On Every Man 


ots of furniture. Nothing unusual 
ibout that? Only that it was done 
na town of about 15,000 popu- 
ation, with another oddity: a 
‘ewspaper with almost 15,000 cir- 
ulation, ABC. One-third of the 
ubscribers were at the sale. 


are a number that are prepared in 
this office every day. But some- 
times it takes that little touch of 
knowing people to make them 
want to buy. That’s what the Say 
B— Say W—Say Burnett-Walton 
ads are doing. Should the ads do 
something else instead? 

A man in Toledo can also let 
Mr. Sapiro know about “Your 
Safety Is Our Responsibility.” 
That little line, billboarded all 
over town, helped his company to 
grow into one of the biggest. 

More? 

Across the street from Red Star 
Motors is an address. But “Red 
Star Motors Look At Us All Day 
From Their Front Windows” is 
that little line you can’t drop from 
your memory. At least an in- 
crease in foot traffic to the doors 
of Burnett-Walton sort of gives 
that impression. Is there some 
other Detroit explanation? 

The same issue of ADVERTISING 
AGE again asks all of us in adver- 
tising—experts—to pick the win- 
ning ICS ads. If the past records 
are any indication of how good 


a judge of ads a fellow may be, 
those of us in the business will 
need to tread lightly. 

It’s lots of fun to have opinions 
on the ads we see every day. But 
there’s only one sure test: Did 
you get anybody in to buy? 

LARRY FRANKS, 

Larrabee Franks, Advertis- 

ing, Salisbury, Md. 

see 


‘Today's Woman’ Carries 
Wine Advisory Board Ads 


To the Editor: I know I get all 
the news when I read ADVERTIS- 
ING AGE. 

But apparently you didn’t get 
all the news when you published 
the story on the advertising plans 
of the Wine Advisory Board in 
the Jan. 10 issue. Today’s Woman 
is on the schedule, sir, and will 
do a mighty important job for the 
Wine Advisory Board with over a 
million young married women 
readers. 

So, naturally, comes a screarn 
from our California salesman. 

We'd consider it a favor if you 


would do him, and Today’s Wo- 
man, justice by running a post- 
script to your otherwise well-done 
and well-illustrated article as soon 
as you can. 
JOHN R. DoscHEr, 
Promotion Manager, Today’s 
Woman, New York. 


St. Louis Viewers Increase 

To the Editor: 20,000 television 
receivers in KSD-TV area as of 
Feb. 1; 17,000 in homes, 3,000 in 
public places. Additional 1,000 sets 
have been purchased but not in- 
stalled because of icy weather. 
Source: Union Electric Co. of 
Missouri. 

Georce M. BurBacu, 
KSD-TYV, St. Louis. 

Mr. Burbach’s telegram is an 
interesting example of how quickly 
things change in the TV situation. 
The estimate prepared by Dr. 
Peter Langhoff, research director 
of Young & Rubicam, for the Jan. 
31 issue of AA showed 15,000 re- 
ceivers in St. Louis as of Jan. 1. 


Praises ‘Job Well Done’ 
To the Editor: Thanks for sup- 
plying the field with a coaxial 
cable-full of interesting TV infor- 
mation. 
Your television section of Jan. Eb 
31 was certainly a job well done. oe 
RICHARD BRUSKIN, ; 
Television Director, Advertest 
Research, New Brunswick, 
N. J. 


TRUE 


is America’s 
largest selling 
MAN'S 
magazine 


Send for copy of TRUE, Dept. Al, 67 W. 44, N.Y. 


What makes a newspaper great? 


“MADAME SAFFORD, SHE 


Fancy ads are wonderful. There 


IS EATING HER WAY 
AROUND THE WORLD !” 


What’s the finest restaurant on 
this gastronomic globe? Virginia 
Safford says it could be Chambord’s 
in New York with its lobster flambé 
a l’absinthe and le soufflé au Grand 
Marnier. And, of course you’ve got 
to mention Alfredo’s in Rome where 
the fettuccini is world famous... 
and that dimly lighted room in 
Shanghai where Chinese chefs do 
rare and wonderful things with 
shrimps, mushrooms, and water 
chestnuts. 

With sighs and murmurs from 
entranced audiences, Virginia 
Safford, columnist of the Minne- 


apolis Star and Tribune, is currently 
reliving her Gourmet’s Tour of the 
World on lecture platforms through- 
out the Upper Midwest. Her 
description of restaurants, along 
with places and people, discovered 
in a five months’ plane trip through 
China, India, Egypt and Europe had 
4,500 people drooling in the aisles at 
the University of Minnesota’s Nor- 
throp auditorium. Thousands more 
of the Upper Midwest’s food-know- 
ing, food-growing residents who 
followed Safford on her recent world 
tour through her daily newspaper 
columns, will hear her and see her 
color motion pictures during the 
winter. And all of them will wish 
they got as much out of life as 
Virginia Safford does. 

For Minneapolis Star and Tribune 
readers, the Safford column helps 
to balance the diet of the day’s news 
with its cosmopolitan touch of 
gaiety and gossip, glimpses into the 
lives of Virginia Safford’s famous 


friends, sprightly reporting of 
interesting happenings in interesting 
places ...and food! A famous cook 
in her own right, Safford writes with 
charm and sure knowledge on good 
food and its preparation. Her com- 
ments are reverently clipped and 
saved and followed by experts. To 
place a recipe in a Safford column is 
a cordon bleu achievement for any 
Upper Midwest gourmet. 

In a region where good living and 
gracious hospitality are prized, 
Virginia Safford’s lively columns are 
a best-read feature of two news- 
papers which believe in serving all 
the interests of all of their readers. 


Minneapolis 
Star zzd Tribune 


EVENING MORNING & SUNDAY 


575,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 
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ANA Co-op Group 
Holds First Meeting 


New York—Walter H. Lowy, 
vice-president of Formfit Co., has 
been appointed chairman of the 
recently organized cooperative ad- 
vertising committee of the Asso- 
ciation of National Advertisers. 

The group is representative of 
the many ANA members inter- 
ested in cooperative advertising. 
The initial meeting was devoted 
to a discussion of areas and pro- 
grams which the committee should 
get into. A suggestion was made 
that a series of meetings with 
representatives of retail associa- 
tions be held in order to reduce 
the amount of waste now present 
in the advertising material which 


manufacturers supply to retailers. 

Other members of the committee 
made the suggestion that ANA 
establish a service through which 
the membership could have ac- 
cess to information about the rates 
paid by other manufacturers to 
their retail outlets for cooperative 
advertising linage. 


Names Hirshon-Gartield 


McKettrick-Williams, Inc., New 
York, has named Hirshon-Garfield 
as its advertising agency. Magazine 
sections and magazines will be 
used. 


Berner Quits Ziff-Davis 


George Berner has resigned, ef- 
fective May 1, as vice-president in 
charge of advertising of Ziff- Davis 
Publishing Co., New York. 


Three Open PR Firm 


John C. Davies, Arthur B. Emery 
and William F. Roseboom have 
formed a public relations agency, 
to be known as Davies, Emery & 
Roseboom, with offices at 514 
Mayro building, Utica, N. Y. Mr. 
Davies has headed his own Utica 
public relations firm since 1946. 
Mr. Emery was formerly in the 
production department of William 
H. Rankin Advertising Co. and 
manager of Erie Supply Corp. Mr. 
Roseboom was formerly with Fel- 
lows-Bogardus Advertising 
Agency. 


Harris Tweed to Hayhurst 

F. H. Hayhurst Co., Toronto and 
Montreal, has been appointed to 
handle the Canadian advertising 
of the Harris Tweed Association 
Ltd., Scotland. Magazines and 
daily newspapers will be used. 


ou Dont-Have to 


Out the Store 


+0 Get a GOOD HAT. 


Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


\ 


IMPORTANT TO ADVERTISING EXECUTIVES! Want to adver- 
tise, even with color, in your choice of from one to ten of 
America’s leading Sunday Magazine markets? If so, 


PICTORIAL REVIEW is a 


“must” on your media list. 


For only in PICTORIAL REVIEW can you buy without 
penalty from one to ten of these great markets separately 
and thus pattern your advertising without waste exactly 


to your distribution. Other 


get in PICTORIAL REVIEW include: “Flood-light” 
visibility for each advertisement. Exclusiveness . . 
advertisements. 
Top-star editorial contributors. Ex- 
ceptional intensity of reader inter- 
est. And the unequalled sales help 
of the Hearst Advertising Service 
which provides you in each market 
an up-to-the-minute, street - by - 
street operating control; dealer and 
consumer surveys. Consider this 
. . these unique advan- 
tages. Then put PICTORIAL RE- 
VIEW to work for you in 1949. 


similar product 


flexibility . 


unmatched plus-values you 


- no 


4 


in Pictorial R sie ° 


nl 
one you buy from 1 to 10 
Big-City Sunday Magazine Markets. 


~ /\ 
< »' Sia 


Distributed With 
The Sunday Issues Of 


NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 

DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 
LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 
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You Ought toKuow... 


A big game hunting expedition 
is being organized out in San 
Francisco. The quarry: Good, 
factual copywriters. 

Leading the safari is Fred Tred- 
way, general ad- 
vertising mana- 
ger of the South- 
ern Pacific Co. 

Fred is a copy- 
writer himself. 
And he has a 
profound respect 
for any man who 
can make words 
work. Not so very 
long ago—about 
two years ago, 
in fact—Fred 
wrote an ad that had everyone in 
the country’s two major transpor- 
tation industries sitting up and 
taking notice. That was the now 
famous “Short Course in Rail- 
roading ... for Airline Executives” 
advertisement. 

In a good humored, but firm, 
piece of factual writing, Fred set 
the record straight in connection 
with certain statements regarding 
railway travel appearing in airline 
advertising. The ad presented the 
facts in a restrained manner. By 
use of understatement, Fred feels, 
he put his points across in a very 
believable fashion. The widespread 
favorable response to the message 
bore out the writer’s. belief that 
the public is hungry for honest 
facts, fairly presented in a tol- 
erant and good natured manner. 


Fred Tredway 


w Fred Tredway is not one to 
underestimate the importance of 
strategy and planning in an ad- 
vertising campaign. He'insists on 
collecting the correct facts before 
outlining any strategy. But Fred 
has a big bone to pick with those 
in the profession who have tended 
to deprecate the importance of the 
actual copy creation. 

“The field,” says Fred, “is full 
of contact men, research men, idea 
men, media men, etc. Young fel- 
lows seeking openings in adver- 
tising today usually stress the 
quality of their talents in some 
phase other than the ability to 
use the English language persua- 
sively. We don’t have enough good 
copywriters—men with sound 
common sense but also with a 
sensitivity to words and their ef- 
fect on other people.” 

Fred believes that good copy 
talent is needed particularly in 
the field of institutional, educa- 
tional and informative advertis- 
ing—the public relations side. The 
public is tired of distortion, ex- 
aggeration and acrimony, accord- 
ing to Fred. “Institutional and pub- 
lic relations advertising that rec- 
ognizes this will have a much bet- 


Frederick Q, Tredwoy 


ter chance for success,” he says 


s Born in Brooklyn, he ws 
christened Frederick Quee Tre |. 
way. The “Quee” is an old Scot ) 
name, his mother’s. 

At 14, he came to Bakersfie 1, 
Cal, with his legal guardi:». 
There, as a high school student, i¢ 
took a job in the mailing depai- 
ment of the now defunct Morni.g 
Echo. After graduation, he went to 
work as a reporter for the riy.| 
paper, the Californian. 

At the University of Californ a, 
young Fred started out to learn io 
be a civil engineer. The lure of 
the city room was too strong, how- 
ever, and before he graduated in 
1917 he had switched back io 
journalism. 

Came a year overseas during 
World War I. After the armistice, 
he returned to the Californian. In 
February, 1921, he received a te!- 
ephone call from San Francisco to 
come up and discuss the idea of 
taking a job on Southern Pacific's 
publicity and public relations staff. 
Two weeks later he was working 
on it. 

Before becoming Southern Pa- 
cific’s advertising manager in 1930, 
Mr. Tredway held the jobs of as- 
sociate editor, bureau of news; 
editor of the employe magazine; 
editor, bureau of news; assistant 
manager of colonization and de- 
velopment, and assistant general 
advertising manager. 


e In the early days of the de- 
pression, Fred devised a travel 
promotion campaign that still 
gives him a lot of quiet satisfac- 
tion. 

Like all railroads, the SP was 
desperate for more passenger rev- 
enue. So, early in 1931, the com- 
pany decided to offer round-trip 
tickets for 60% of the one-way 
fare. Fred, after figuring out that 
the fares averaged a cent a mile, 
or $1 for 100 miles, hit upon the 
idea of featuring them in a “Dol- 
lar Day Sale.” 

In spite of his reduced advertis- 
ing budget, he promoted the “Dol- 
lar Day Sales” widely in big space. 
He also threw in a lot of trim- 
mings—such as painting ticket of- 
fice windows orange and splash- 
ing on them in big black letters 
the news that Southern Pacific 
was selling 100 miles of travel for 
$1. 

Letters went to permanent guests 
of hotels. Fred persuaded depart- 
ment stores to spread the news to 
their out-of-town customers. Dol- 
lar Day handbills resembling 
United States currency were dis- 
tributed on trains and at all ticket 
counters. 

His “Dollar Day” sale, conduc- 
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t-d at the very bottom of the 
depression, brought in exactly 
1:0% more passenger revenue 
t an had SP’s “Golden Spike” cel- 
eoration sale in the boom year 
of 1929. 


» Subsequent “Dollar Day” sales 
sont the total passenger revenue 
from this source to over $4,000,000. 
Someone has said that the factors 
motivating travel are about as 
hard to trace as the flight of mig- 
ratory birds. But Fred learned 
from his “Dollar Day” excursions 
that railroad travel can be sold 
and merchandised in much the 
same manner as any other com- 
modity. 

Fred Tredway insists that 
Southern Pacific advertising al- 
ways have a warm, friendly feel- 
ing, in keeping with the com- 
pany’s famed slogan, “The Friend- 
ly SP.” His associates in the ad- 
vertising department and on the 
agency staff (Foote, Cone & Beld- 
ing) know him as a keen judge 
of copy. He is quick to smell out 
a false note in any advertisement. 

Arbitrating complaints from lit- 
erally thousands of western com- 
munities about their “billing”’— 
or lack of it—in SP advertisements 
has given Fred many of his gray 
hairs. Nearly every town and 
hamlet west of the Mississippi fig- 
ures it should have honorable men- 
tion in Southern Pacific’s travel 
promotion pieces. Mr. Tredway re- 
ceives the brunt of their attacks. 

His best answers are contained 
in a booklet, “You Didn’t Mention 
Olga.” The booklet points out that 
Southern Pacific serves 4,729 com- 
munities in the West and South— 
4,730 if you count Olga, Ariz., a 
town with four residents. The im- 
possibility of including all these lo- 
calities in every SP ad is evi- 
dent. But Tredway makes an earn- 
est effort to cover every principal 
area during the course of a year’s 
advertising. 


s Fred is married to an attractive 
Tennessee girl who likes the coun- 
try and wishes they could move to 
a farm. Instead, they live in San 
Francisco within walking distance 
of the Southern Pacific executive 
offices. Fred is a member of the 
San Francisco Advertising Club, 
Press Club and Family Club. His 
hobbies are the Southern Pacific 
Co.—and, when time permits, golf. 

Recently elected a vice-president 
of the Association of Railroad Ad- 
vertising Managers, Fred Tredway 
may be expected to carry the torch 
for better copy right into the inner 
sanctum. Perhaps he’ll be conduct- 
ing a “Short Course in Railroad- 
ing...for Railroad Executives” 
one of these days. 


Portrait Names Grey Agency 


Lehn & Fink, New York, has ap- 
pointed Grey Advertising, New 
York, to handle advertising of its 
Portrait Hair home permanent. 
The agency also handles Tussy 
Cosmetiques, a division of Lehn 
& Fink. Duane Jones Co., New 
York, formerly handled Portrait. 


Names Muriel Patchen 


Muriel Patchen, formerly as- 
s stant director of information for 
l.ternational Wool Secretariat and 
d rector of retail promotion for 
Textron, Inc., has joined Ameri- 
can Boconize Corp., New York, as 
aivertising and sales promotion 
rn anager. 


remember 


Business 


Universal Washer 
and Cleaner Get 
Spring Campaign 


New Brirarn, Conn.—Landers, 
Frary & Clark will promote its full 
line of Universal Home Laundry 
and home cleaning equipment 
starting in March in Better Homes 
& Gardens, Ladies’ Home Journal, 
Life, Parents’ Magazine, The Sat- 
urday Evening Post and Sunset. 

All ads will point out the three 
features of the new Two Speed 
washer—the Control-O-Roll 
wringer, the Speedselector and the 
Time-A-Matic. Simultaneously 
with the magazine campaign, the 
company will run a series of three 


newspaper ads in cities through- 
out the country featuring dealer 
listings. 

Beginning in April, the home 
cleaning equipment division of the 
company will launch a campaign 
for the Universal Clean-Air 
vacuum cleaner in Life, Look and 
The Saturday Evening Post. 

Gould & Tierney, New York, is 
the agency. 


Dell Adds Two in Chicago 


William H. Thomas, formerly 
with Fawcett Publications, and 
Clem Risk, formerly with Parents’ 
Magazine, have joined Dell Pub- 
lishing Co.’s Chicago office. Mr. 
Thomas will work on Sports Il- 
lustrated, and Mr. Risk on the Dell 
Modern Group. 


The record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 
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SERVICES IN SOUND 


Motion Pictures 
Newsreels 

Television 

Phonograph Recordings 
Radio Transcriptions 
Band Stages 

Shooting Stages 
Trailers 


Recording and 
Sound Laboratories 


RCA Licensee 


That's the opinion of hundreds of 


producers using Reeves Facilities 


REEVES: Five floors devoted to recording sound and 
the production of Movies, Radio and Television shows. 


REEVES: 


Completely equipped and manned by experts 


geared for sound recording from a one-minute spot 


to a feature production. 


REEVES: Where a Producer can work with confidence. 


Remember, Reeves is a partner not a competitor. 


REEVES SOUND STUDIOS, 


The Largest Sound Service Organization in the World 


INC. 


Western Electric Licensee 
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. Write or Phone for 

one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions 


FAITHORN CORPORATION 


Ad-Setters « Engravers ¢ Printers 


400 N. Rush St., Chicago 11 - WHitehall 4-2300 


..-You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Will Air Cardinal Games 


St. Louis Cardinals baseball club 
will be broadcast and telecast 
through the sponsorship of Griese- 
dieck Brothers Brewery Co. for the 
fifth consecutive year. Station 
WIL, St. Louis, which will soon 
be on the air with 5,000 watts day 
and night, will carry the games 
and act as key station for the pro- 
posed network. A minimum of 15 
games will be telecast, it was an- 
nounced. Griesedieck also has ac- 
quired the broadcasting rights for 
1950 and 1951 seasons. Ruthrauff 
& Ryan is the agency for Griese- 
dieck. 


Finns End Paper Rationing 


Reporting from Finland, Sek 
Advertising Agency, associate of 
Irwin Vladimir & Co., New York, 
says the end of paper rationing 
in Finland is a milestone in the 
progress of advertising in that 
country. Rationing of paper to 
periodicals was dropped Jan. 1. 
However, the price of paper is so 
high, the agency reports, and the 
cost of labor so excessive that 
small papers have no prospect of 
increasing their circulation or the 
humber of pages they carry. 


Jordan Opens Own Agency 


Fred Moyer Jordan, formerly 
vice president in charge of the 
Hollywood office of Buchanan & 
Co., has opened an agency under 
his own name at 650 So. Grand 
Ave., Los Angeles. 
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your level best! 


feel your level best! 


tuckies’ fine tobacco picks you 
up when you're low .. . calms 
you down when you're tense! 


es * 


jevel—to feel your level best, do your level best. 


The Creative Wan: Corner 


Have you just had a death in your family? Lost your job? 
Been told by your doctor you had a galloping case of cancer? 
Don’t sit around like a dope. 


Your best friend just run off with your wife? What of it? 
You got other friends, haven’t you? Light up a Lucky—and 


So what if your kids spit at you, kick you in the shins, 
say,“Ya-a-a, you ain’t my father!” Empty a box of sleeping 


pills in their milk. That’ll quiet ’em down. And light up a 
Lucky—and feel your level best! 


Smoke a LUCkY 
16 fect youu LEVEL bert-/ 


AR Se ie 


Lethies’ fine tebecce puts you on the right level—the Lucky 


‘That's why it's important to remember that Lucey Sreme 
Means Foor Toracco—wild, ripe, light tobacco that maker « 
thoroughly enjoyable smoke No wonder more independent tobacco ClGar 
experts ~ auctioneers. buyers sad warehousemen smoke Lucky mem ETTes 
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Light up a Lucky—and feel 
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Strike regularly than srooke the next twe leading brands combured 


Light wp « Lucky! Luckies’ fine tobaces picks you up when you're 
tow, esime you down when you're tema. So get on the Lucky lpvel 
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There are no unknown quantities 


in this sales formula for Florida. The Florida 


Times-Union, the Miami Herald and the Tampa Tribune 
give you family coverage not only in Florida’s three 
major, metropolitan markets, but in Florida’s richest trade 


areas as well.” 


Three out of four of Florida’s 697,600 families live in the 
markets served by these morning newspapers — and these 
523,000 families represent 78% of Florida’s effective buying 


income! 


You'll find this simple formula for sales in the growing, year 


‘round Florida market, economical, too. 
Florida families with more money to spend—at less cost per family 
—through the pages of Florida’s three big morning dailies. 
*From 20 to 100 per cent family coverage in 45 of Florida’s 67 


MIAMI 


For you can reach more 


counties. 


ar sORiDA TIMES - UNION 


Jacksonville - National Representatives-Reynolds-Fitzgerald, Inc., Jann & Kelley, Inc., Atlanta 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


your level best! 


tobogganists carry Luckies. 


other way. 


where it’s fun io be alive Get a carton and get started today! 


VME 7. — Lucky Gtulkee Meand Fine Tobacco 


Can’t sleep lying down? Can’t stay awake standing up? 
Got eyes behind your spots? Light up a Lucky—and feel 


Luckies are ducky. The fine tobaccos in them are specially 
picked by lovely magicians’ assistants who float over the 
tobacco fields in a horizontal position. That’s why they help 
you feel your level best. Get it? 

Your house buried roof-deep in snow? Get yourself an 
axe. Chop a hole in the roof. 
the hole. Now lie on the toboggan—and light a Lucky. All 


Hey, Milton Berle! All tobogganisis carry Luckies. To- 
bogganists—tobacconists. You get it? Yah, yah! That’s what 
they must mean in this ad, because it don’t make sense any 


eee 


Haul a toboggan out through 


\ 
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Council's Retail 
Group Prepares 
Public Service Ads 


New YorK—tThe retail advertis- 
ing committee of the Advertising 
Council has set up a special public 
service advertising program, ly re- 
tailers, for retailers. James Rotto 
of the Hecht Co., Washington, is 
chairman. 

Plans call for subcommittees to 
prepare six ads and six radio an- 
nouncements every other month on 
assigned council campaigns through 
the adveriising departments of 
their respective stores. Ads will 
be distributed and promoted 
through the syndicated mat serv- 
ices, Bureau of Advertising, Na- 
tional Association of Broadcasters 
and the National Retail Dry 
Goods Association. 

Henry C. Wehde Jr., 
council, is coordinator. 


of the 


Barbo to Redfield-Johnstone 


Barbo Mfg. Co., New York, has 
appointed Redfield-Johnstone, 
New York, to handle United States 
and Canadian advertising on Bar- 
bo compound and instant Barbo 
hair colorings. 


Newell-Emmett Appointed 
for Coast Guard Drive 


United States Coast Guard has 
appointed Newell-Emmett Co, 
New York, to conduct-a recruiting 
drive for the remainder of the fis- 
cal year ending June 30, 1949. The 
agency handled the account abou! 
six months ago. 

The appointment includes the 
production of a weekly radio pro- 
gram, “Coast Guard Cadets 01 
Parade,” on Mutual Broadcastin 4 
System, Saturdays, 11 a.m., froin 
New London, Conn., plus selective 
announcements, recruiting lite: - 
ature and outdoor posters. Rad’) 
time is donated. 


Maps Largest Shoe Drive 


Commonwealth Shoe & Leath« 
Co., Whitman, Mass., has al 
nounced the largest national a 
vertis.ng schedule in its history f 
Bostonian and Mansfield shoes f< 
men and Bostonian Jr. for boy 
The schedule includes Esquir 
Life, The Saturday Eevening Po 
and Time. During the spring a! 
summer the company will stag 
18 promotions. 


Admiracion Names Lewin 


Admiracion Laboratories, Har 


rison, N. J., has named the New 
ark office of A. W. Lewin Co. t 
handle its advertising. 
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Radio Lags on 
Cash Discount, 
Four A's Says 


(Continued from Page 1) 
end of 1948, only two allowed the 
customary 2% cash discount.” 


« The media relations committee, 
which held its second national 
meeting here, said that absence of 
the.2% cash discount among radio 
stations “is made even more ser- 
ious because there is no industry 
machinery in broadcasting for ad- 
vertising agency recognition, as 
there is among most other media.” 
Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, and 
committee chairman, declared, “It 
is no coincidence that most of the 
bad debt losses in advertising in 
recent years have been confined 
to radio stations. I fear station 
owners will continue to bear the 
brunt of such losses as occur, so 
long as radio lags behind other 
media in agency recognition and 
in allowance of cash discount.” 
The committee statement was 
coupled with a warning that bus- 
iness failures have climbed to a 
new postwar peak and that they 
undoubtedly will continue to rise. 
The Duffy committee said that 
among U. S. daily and Sunday 
newspapers, the cash discount is 
allowed by 94.6%, compared with 
93.5% five years ago. Only 86 
papers have not yet adopted it, 
although these include some of the 
larger-circulation dailies. 


s Among general magazines, the 
cash discount is allowed by 92.7%, 
compared with 92.1% five years 
ago. No large circulation publica- 
tions are among the 32 which do 
not allow the discount. 

The committee was “even more 
gratified by the rapid adoption of 
the cash discount among business 
papers,” 72.5% of which allow it, 
compared with 65.6% five years 
ago. This group includes 80% of 
all papers allowing the agency 
commission. The four national ra- 
dio networks, using a slightly dif- 
ferent form of discount, make “the 
first two points of any discounts 
to which the advertiser may be 
entitled” contingent upon prompt 
payment. 

According to the committee re- 
port, the 15% agency commission 
is allowed by all daily and Sun- 
day newspapers in the U. S. and 
American territories, and by all 
Canadian papers except one— 
which allows more than 15%. The 
15% commission is granted by 
99% of all U. S. general maga- 
zines and 98.5% of general maga- 
zine groups; 90.7% of all business 
papers (not including catalogs), 
compared with 69% five years 
ago; and by all national and re- 
gional radio networks, 98.2% of 
AM stations, 92.7% of FM stations 
ani all video stations. 


s The committee said few media 
have yet made any effort to re- 
stre a longer rate protection per- 
io, in line with action last year 
by the Four A’s board of directors, 
Which pointed out to newspaper 
publishers and broadcasters that 
le s than one-year rate protection 
te.ds to discourage the planning 
of campaigns on an annual basis. 
Srecial commendation, however, 
ws extended to the Gannett 
Newspapers and the St. Paul Dis- 
petch and Pioneer Press, which 
recently granted six months’ pro- 
tection instead of the previous 60- 
day protection. 

Co promote better understanding 
©: the agency structure, the im- 
p-rtance of sound recognition, and 
‘“@ commission setup, the com- 
" \ttee is sending Four A’s Vice- 
/ resident Richard L. Scheidker on 
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ADVISE NEWSPAPERS—Speckers at the Northwest Daily Press Association’s annual 

meeting in Minneapolis pose with Bruce Nelson (second from left), Eau Claire 

Leader-Telegram, new president of the NDPA. Left to right are A. J. Saver, sales 

manager, National Tea Co., Minneapolis; Mr. Nelson; C. L. Norris, vice-president, 

Creamette Co., Minneapolis; Robert Gillespie, ad manager, G. R. Herbergers, Inc., 

St. Cloud, Minn.; and Dent Hassinger and F. Wesley Geerer, Bureau of Advertising, 
ANPA, Chicago. (Story on Page 38.) 
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a tour of the Pacific Coast. He 
will talk with media owners in 
Los Angeles, San Francisco, Port- 
land and Seattle. Later, this com- 
mittee crusading will be extended 
to the five other sectional councils 
and local chapters. 


Radio Rates Need 
to Be Restudied, 
MBS’ Kobak Says . 


New YorK—Radio’s entire rate 
structure needs to be reconsidered 
in the light of current conditions, 
Edgar Kobak, president of Mutual 
Broadcasting System, said last 
week. 

Pointing out that his network is 
in the process of such an appraisal, 
Mr. Kobak raised, among others, 
the following questions: 

Should rates be doubled at 6 
p. m.? 

Is it right to give the large ad- 
vertiser with a lot of products 
such a discount advantage over the 
small advertiser with a few 
products? 

The Mutual head expressed con- 
cern over the declining standards 
of good taste (but refused to give 
specific examples) in radio, the 
implementation of the NAB code 
and future of four AM net- 
works and five television net- 
works all competing for the ad- 
vertiser’s favor. 

MBS’ tardiness in setting up its 
video network will mean a loss 
in experience and a saving in 
money, he said..He added that 
radio business for the network and 
its affiliates will be down for the 
first few months of the year. 

“It is my feeling that television 
and radio operations of a network 
should be run by an entirely dif- 
ferent group of people,” the broad- 
casting executive stated. 


FMA Protests Failure 
to Provide Wire Service 


The FM Association protested to 
the Federal Communications Com- 
mission last week against the refu- 
sal of the American Telephone & 
Telegraph Co. to provide relay 
facilities for nine midwestern sta- 
tions which had planned to broad- 
cast from a meeting of newspaper 
editors and radio executives in 
Chicago. 

Broadcasters said refusal pre- 
sumably was prompted by the fact 
that some of the stations were 
linked together by air, and were 
not planning to use AT&T facilities. 
Leonard H. Marks, Washington 
attorney for the association, states 
“It is obvious that the refusal [to 
provide service] is as obnoxious to 
the anti-trust laws as the refusal 
to interconnect Bell facilities with 
non-Bell wire-circuits.” 


933 Advertisers Use 
Video in January 
Television was atttracting a total 
of 933 advertisers as of Jan. l, 
Television reports. This figure, an 
increase of 89 over Dec. 1, covered 
54 stations in 30 markets. 
Categorically, retailers were in 
the lead with 243; next in line 
was the automotive industry with 
118. Food and beverages and home 
instruments numbered 97 and 88, 


respectively. 


44 Top Agencies 
Invited to Bid 
on Army Account 


(Continued from Page 1) 
the account will amount to $1,- 
000,000 less in ’50. 


@ Selection of the agency rests 
with an advertising advisory coun- 
cil headed by Stanley J. McGiv- 
eron, vice-president in charge of 
sales, Libby-Owens-Ford Glass Co. 

Meanwhile, the National Guard 
Bureau has scheduled presenta- 
tions March 1-4 for 16 agencies 
which are after the National Guard 
account, also held by Gardner. 
Briefing on the account was held 
Feb. 1 (AA, Jan. 10). 


s Budgeted at slightly under $1,- 
000,000, this account emphasizes 
service publications, and includes 
about a third for newspapers, and 
a budget for large weekly maga- 
zines, according to Maj. Ralph E. 
Pearson, information officer, Na- 
tional Guard Bureau. 

Agencies currently scheduled for 
appearance on the National Guard 
account are: Duane Jones Co.; 
Branford Advertising; J. M. Hick- 
erson, Inc.; Landsheft, Inc.; Al 
Paul Lefton Co.; W. H. Long Co.; 
MacManus, John & Adams; Mela- 
med-Hobbs; Newell-Emmett; 
Owen & Chappell; Ross, Gardner 
& White; Schwimmer & Scott; 
Russel M. Seeds Co.; Benson M. 
Sherman, Inc.; Charles B. Spenser 
& Associates; and Gardner Adver- 
tising Co. 


Donel Bras Have 
Television Debut 


WASHINGTON—Enticing one-min- 
ute announcements on NBC’s tele- 
vision station WNBW here last 
week told—and showed—the vir- 
tues of Donel foundation garments, 
handled by Julius Garfinckel & 
Co., Washington specialty store. 

The store and the manufacturer 
joined in buying the spots, one 
minute nightly five nights a week 
for two weeks. 

A fully clothed live model from 
Garfinckel & Co. is featured, with 
an announcer reading copy stress- 
ing the slim figure,- silhouette, 
freedom of movement and fine 
construction of Donel garments. 
The only time the foundation gar- 
ment is seen is when it is removed 
from its wrapping by the model. 

WNBW Sales Director Mahlon 
Glascock emphasizes that copy and 
scenes are designed to create max- 
imum sales impact while remain- 
ing within television’s “rigid but 
fair” requirements of good taste. 

Jackson & Co., New York, is the 
agency for Donel Foundation Gar- 
ment Co. It is an initial television 


test for both Garfinckel and Donel. 
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Sales Presentation 
Works on Sellers; 
Ends Steel Problem 


Cuicaco—Culligan Zeolite Co. 
has discovered that the advertis- 
ing technique works, whether you 
apply it to buyers or sellers. 

Culligan manufactures water 
softening systems, which are in- 
stalled and serviced by some 900 
franchised dealers. Its business 
has grown by leaps and bounds. 
Its national advertising to con- 
sumers and its advertising support 
for dealers have built a consider- 
able demand for the products, and 
for the service supplied by the 
dealers. 

But the tanks which dealers in- 
stall and service are made of steel, 
and Culligan was a small opera- 
tion before the war. It used only 


50,000 pounds of steel in 1938. So 


it was on nobody’s steel priority 
list, and too large a proportion of 
the 5,000,000 pounds of steel the 
company bought last year came 
from the gray market. 


a Last November, directors of the 
company decided their biggest sin- 
gle problem was to sell the top 
management of key steel com- 
panies on Culligan’s importance 
and desirability as a customer. Ap- 
proaching the problem as a sales 
problem, Culligan turned to its 
agency, Frederick, Franz & Mac- 
Cowan. 

In January, after more wrestling 
than anyone likes to remember, 
the agency came up with 15 copies 
of a handsome volume (heavy, too, 
because its covers were sheets of 
stainless steel) whose title was, 
“It Takes Hard Steel to Make Soft 
Water.” The book, set in type and 
printed letterpress, except for 
some color in silk screen, and with 
original photos mounted where 
necessary, told the story of Culli- 
gan, its service, its growth, its 
potential. It said that Culligan is 
able to produce 3,500,000 water 
softeners in the next ten years, 
that a market exists for these units, 
and that they will require 140,- 
000,000 pounds of steel. 

It was a typical sales presenta- 
tion—what the company was, what 
it had done, what it was doing, 
what it could do, and why it would 
be a worth while steel customer 
over a long period of time. In the 
back was a Culligan purchase 
order, made out in detail, the 
amount designated as “Enough 
steel to meet America’s demand for 
soft water service.” 


ws Last month Harold F. Wer- 
hane, executive vice-president, and 
John Noel, purchasing agent, 
tucked the books under their arms 
and called on 15 steel companies 
—presidents, vice-presidents, gen- 
eral sales managers. 

They staged a typical adver- 
tising presentation, in approved 
advertising form. They came away 
with a fistful of compliments, a 
hundred or so queries from other 
companies for more information, 
and enough commitments for steel 
so that the gray market is going 
to lose a customer. 


Sets Up Retirement Plan 


Lake Shore Photo Engraving 
Co., Chicago, has set up a profit 
sharing employes’ retirement plan. 
Under the plan, the company will 
contribute to a trust fund a certain 
percentage of its net earnings, 
starting with 1948. Sixty has been 
set as the normal retirement age 
provided that the employe has 
been a member of the plan for at 
least ten years. 


McCarty Appoints Baum 


C. L. “Ted” Baum, who formerly 
operated his own agency in Los 
Angeles, has been appointed an 
account executive of McCarty Co., 
Los Angeles. For nine years he 
was with Short & Baum Advertis- 
ing Agency, Portland. 


Television Begins 
to Out-Rate Some 
AM Radio Programs 


New YorK—Despite limited cir- 
culation, television is beginning to 
give radio a run for its money in 
the rating sweepstakes during TV’s 
peak hours. 

This was one inference to be 
drawn from a presentation by C. 
E. Hooper before a meeting of the 
American Television Society here 
last week. 

Mr. Hooper pointed out that the 
third most popular broadcasting 
attraction in the country on Feb. 8 
from 8 to 9 p.m., EST, was tele- 
vision. Ratings for that hour, dur- 
ing which video’s highest rating 
show, the Texaco Star Theater, is 
aired, were: 

- aD nd Theater; Mr. and Mrs. 


Mm EWES SS 15.9 
NBC (This Is Your Life; Alan 
OD | cnccaprenntnienntmmnncncinnellan taba 10.7 
Television (all Programs) 2.0... 3.7 
ABC (Town Meeting, two others) ......... 3.4 
Te a | a 3.3 
Mutual (George O’Hanlan, 
CU CO ae 3.2 


The researcher said the same 
lineup held true for the 10-11 p. m., 
EST, time spot on Tuesday night— 
that is, television outdrew two net- 
work programs, with only NBC 
and CBS getting a higher rating. 
The figures for this time period 
were not available. 

Share of audience figures also 
reflect television’s growing 
strength, as well as its circulation 
limitations. For the country as a 
whole (6 to 10 p.m., local time): 
97.84, radio, 2.16 TV. In TV areas: 
91.72 for radio, 8.28 for TV. These 
are January figures. 


Hooper Majority 
Switches to CBS 


New YorK—Board Chairman 
William S. Paley already is col- 
lecting rating dividends from his 
capital gains investment, with 
CBS taking nine of the first 15 on 
the current Hoopereport. NBC and 
ABC placed three each. 

The list: 

Jack Benny (Lucky Strike), CBS ......... 27.3 
Radio Theater (Lux), CBS — 
Fibber & Molly (Johnson's Wax), 


a Re Ae Re SAC Re 24.9 
Walter Winchell (Kaiser-Frazer), 
ABC 


Godfrey’: s “Talent Scouts vented 


tea), CBS rice 
My Friend Irma (Pepsodent), “CBS devel 21.3 
S'S ...l UFC Ol eee ee 21.3 
Stop the Music (Old Gold, Speidel, 

Smith Bros., Eversharp), ABC ........... 19.9 
Suspense (Auto-Lite), CBS  ......cccc 19.3 
Amos ’n’ Andy (Rinso), CBS ................. 18.6 
People Are Funny (Raleigh), NBC ......17.2 
Mr. Keen (Whitehall), CBS ............ mam 4 
Crime Photographer (Toni), CBS ........16.9 
Mystery Theater (Sterling), CBS ........ 16.7 
Bing Crosby (Philco), ABC .......ccccccccsee 16.4 


Average evening rate was 10.9, 
compared with 11.3 a year ago. 
Sets-in-use averaged 35.4—down 
0.4 from a year ago. 


ws Columbia also took the lion’s 
share of the daytime favorites, 
placing eight on the top 11. NBC 
placed three. 


The list: 
Arthur Godfrey (Chesterfield, Gold 


Seal, National Biscuit), CBS. ................ 8.8 
Ma Perkins (Oxydol), CBS .occccccccccceeees 8.7 
Big Sister (Ivory), CBS  .0......cccssscsessseeee Bob 
Dr. Malone (P&G), CBS ....... ee 
Our Gal, Sunday (Anacin), CBS . BL 
Grand Slam (Continental Baking), 

Ere er 7.9 
Stella Dallas (Sterling), NBC ................ 7.8 
Rosemary (Ivory), CBS  ..ccccccccccsesees 7.7 
A Girl Marries (General Foods), 

 . Pees ease 7.6 
Right to Happiness (Ivory), “NBC ..........7.5 
Aunt Jenny (Spry), CBS ........ my 


Average daytime rating was : 5. 3, 
the same as a year ago. Average 
sets-in-use—35.4—increased 0.4 
over a year ago. 


Neon Lighting Device Bows 


A device that greatly reduces 
cost of operating neon or fluores- 
cent lighted signs has been an- 
nounced by Flashformer Corp. of 
America, 8503 Sunset Blvd., Los 
Angeles. The Flashformer unit, in 
a 6x6x4” box which can be at- 
tached to signs, permits use of a 
small battery to light the signs, 


eliminating need for electric line 
current. The Flashformer can be 
}used on taxis, portable store dis- 
| plays, etc. It Tetails for $24.95 in 
Los Angeles. Distributors are being 
appointed, 
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Agencies Announce 
$1-5,000,000 Billing 


New York, was specific about 
amount of increase — 22.7% — but 
very vague on total: “Between 
$1,000,000 and $5,000,000.” New ac- 
counts in its list of 20 included La 
Rosa macaroni and Lane tobacco. 
Sloans liniment and Sloans balm 
are major factors. 

Philip Klein Advertising Agency, 
Philadelphia, founded in 1931, ex- 
panded from $800,000 to $1,000,000, 
with fees representing 5 and 10% 
of these respective totals. The 
agency serves about 60 consumer 
/and industrial clients. 


WMT paddles its own 
in Canoe wow 


(Continued from Page 56) 
sumer advertisers, 8% industrial 
and 42% local retail. The agency 
started in 1929. 

Kiesewetter, Wetterau & Baker, 


Tee a ea 


~ FYLLING-IN 
OGRAPHING 


LETTER SHOP, Inc. 


481 S&S. Dearborn &., Chicago 5, INinocis 


... and a spanking good time is had by all, adver- 
tisers as well as listeners. Canoe’s population 
wouldn’t crowd a fair-size yawl—but if you’re fishing 
for markets there’s a whole fleet of prosperous 
Canoes in WMTland. 1,121,782 people live within 


the WMT 2.5 mv line. 


For smooth sailing in the important Eastern Iowa 
farm-and-industry market, navigate with WMT, the 
exclusive CBS outlet in the area. The Katz agency 


man will welcome you aboard with full details. 


CEDAR RAPIDS 


5000 Watts 600 K.C. Day & Night 
BASIC COLUMBIA NETWORK 


ee si 


Specializing in consumer prod- 
ucts, but’ with some industrial, 
Liller, Neal & Battle, Atlanta, in- 
creased from $1,600,000 to $1,700,- 
000. Fees accounted for 6 and 7%. 
The agency was started in 1940. 

With National Distillers products 
(PM blended whisky, Gilbey’s gin, 
etc.) providing the bulk of it, the 
billing of Lloyd, Chester & Dilling- 
ham, New York, climbed from $4,- 
200,000 to $4,700,000. Among other 
accounts are Sonotone hearing de- 
vices. 

Volume of Henry A. Loudon Ad- 
vertising, Inc., Boston, went off from 
$1,500,000 to $1,300,000—due partly 
to the transfer last fall of New 
York office accounts and executives 
to Morris F. Swaney, Inc. “Pro- 
jected” fee proportion rose from 
13% in 1947 to 16% in 1948. The 
firm was founded in 1925. 


@ The 34-year-old Mayers Co., Los 
Angeles, climbed from $800,000 to 
$1,100,000 with new and growth of 
old accounts. The list of 30 includes 
cohsumer product and mail order 
clients. Fees represented 8% of to- 


tal in each year. 

Melamed-Hobbs, Inc., Minneap- 
olis, which was founded in 1933, 
reported 1948 billings of $2,000,- 
000, up from $1,600,000 in 1947, 
due principally to expansion of 
existing accounts, of which Na- 
tional Pressure Cooker Co. and 
subsidiaries are the _ principal. 
About 5% of billings for both years 
represent fees. 

C. L. Miller Co., New York and 
Chicago, barely failed to return to 
the $5,000,000-$10,000,000 bracket, 
with a rise from $4,500,000 in 1947 
to $4,900,000 in 1948. Both of its 
largest accounts —Corn Products 
and Curtiss Candy—expanded. 

The veteran Dan B. Miner Co., 
Los Angeles (founded in 1911) re- 
ported a decline in volume from 
$1,600,000 to $1,200,000, owing to 
loss of some accounts. Miner’s bill- 
ing is mainly in foods. Fees are 
not included in its totals. 

Also smaller last year was Morse 
International, New York, which 
went from a shade above to a 
shade below $4,000,000. Contrac- 
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tion of one Vick Chemical affiliat. 
was responsible. The totals includ 
foreign billing. 


ws The 20-year-old firm of C. Wen 
del Muench & Co., Chicago, wer 
from $1,000,000 to $1,300,000 o 
expansion of existing accounts- 
mainly foods and other consume 
products. Ten, per cent of eac! 
year’s total was represented b) 
fees. 

Needham & Grohmann, Ne\ 
York (18 years old on March 9 
expanded from an estimated $1, 
500,000 to $2,000,000. Formerly 
known largely for hotel and tray« 
accounts, H. Victor Grohmann re 
ports that most of its current tota 
is from general and industria 
clients. 

Ward H. Olmsted of Olmsted & 
Foley, Minneapolis, provided bill- 


ing figures (the agency moved up 


from just below $1,000,000) but re- 
quested merely listing at between 
$1,000,000 to $2,000,000. The vol- 


ume came from seven accounts of 


nearly equal size, and from nearly 


Again in 


The Only Hospital Publi- 
cation which is a member 
of both the ABC and ABP 


— 


1949... 


ket ever available! 


Hospital Management will deliver the largest paid 


circulation coverage of the expanding hospital mar- 


This is great news for advertisers, since the contin- 


ued rapid growth of the market demands greater 


circulation and deeper penetration than ever before. 


Since 75% of HM subscribers route the magazine 


to their department heads, 


this magazine alone of- 


fers an audience of 25,000 key executives important 


to companies which have a stake in this market! 


Editorial leadership should be reflected in circu- 


lation leadership. In the hospital field, Hospital 


Management has won the enthusiastic endorsement 


of hospital leaders, not by pussyfooting, but by 


forthright and courageous efforts in their behalf. 


That’s the sort of editorial policy that builds top 


circulation coverage, top reader interest, top adver- 


tising results. 


100 E. OHIO ST. 


Have you analyzed media values in the 


hospital field lately? 


tasted 
MVienagenmemt 


CHICAGO 11, ILL. 


e Send for your copy of “Touching All the 
Bases.” It will interest you. 
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3() others. The fee proportion de- 
clined from 26 to 20%. O&F was 
formed in 1925. 


s Robert W. Orr & Associates, 
New York and Los Angeles, 
launched on Jan. 1, 1947, climbed 
from $3,500,000 in 1947 to $4,750,- 
000 last year. In late 1948 the 
agency acquired Sealy mattress 
and Angostura bitters. The bulk 
of its volume came from Jergens- 
Woodbury, Selznick pictures, Par- 
fums Schiaparelli, Puck—The 
Comie Weekly. In 1947 the fee part 
of Orr’s total was none; in 1948, 

200,000. 

Owen & Chappell, New York, 
increased from about $4,000,000 to 
$4,500,000—largely from alcoholic 
beverages (White Horse Scotch, 
Wilson and Hunter whiskies, Na- 
tional Brewing and Great North- 
ern wine). O&C also served, in 
public relations on a fee basis, 
American Federation of Labor and 
American Transit Association. 

Due primarily to loss of most of 
its Schenley business in late 1947 
(to Benton & Bowles) Peck Adver- 
tising Agency, New York, dropped 
from the $5,000,000 - $10,000,000 
group, with a decline from $5,000,- 
000 plus to $3,000,000. (Harry Peck 
made it up by expansion in non- 
agency directions, such as Adver- 
tising Distributors of America.) 
The 25 accounts in the agency’s 
list include foods, clothing and 
watches. 


as Julian G. Pollock Co., Philadel- 
phia, expanded from $1,000,000 to 
$1,400,000, primarily with growth 
of a score of existing consumer and 
industrial accounts. In both years 
about 20% of the total was repre- 
sented by fees. The agency was 
formed in 1935. 

The 20-year-old firm of R. J. 
Potts-Calkins & Holden, Kansas 
City, billed $4,500,000 in 1948, as 
against $3,900,000 in 1947. This to- 
tal does not include the volume of 
its affiliated agency, Calkins & Hol- 
den, New York and Chicago, which 
also reached about $4,500,000 last 
year. The expansion came both 
from additions to and expansions 
if its approximately 50 accounts. 

Reiss Advertising billed $1,477,- 
744.50 in 1948 as against $1,205,- 
618.00 in 1947. About a third of 
the total was represented by fees 
multiplied by 634. The agency was 
formed in 1918. 

Elwood J. Robinson Advertising 
Agency, Los Angeles, moved over 
the $1,000,000-mark, from $900,000 
to $1,300,000, on both new and old 
accounts. Largest factors were 
Cinch Products, California Fig In- 
stitute, and Loma Linda Food Co. 
Eighteen per cent in 1947 and 12%, 
in 1948, of billings of this 27-year- 
id agency were in projected fees. 


' Ronalds Advertising Agency of 
Montreal and Quebec, founded by 
its President Russell C. Ronalds in 
1923, had slightly smaller volume 
last year, $2,150,000, as against 
$2,200,000 in 1947. Accounts rep- 
esenting most of its billings are 
rugs and cosmetics, foundation 
garments, automotive, paint prod- 
ucts, and various departments of 
the Dominion government. Fees 
nu tiplied by 6% to represent bill- 
Ings were 2.8% in 1947 and 1.9% 
In 1948. 

S‘arting in December 1939 on an 
arual basis of $200,000, St. 
Georges & Keyes, New York, has 
fained each year since. In 1948 
Yolume reached the $3,000,000- 
mack, from about $2,750.000 in 
1947. Last year’s additions includ- 
‘d part of Taylor-Reed foods 
from Ruthrauff & Ryan) and 
Rosemarie de Paris candies and 
ce cream. Early this year the 
‘“8-ncy was appointed for the 
southern part” of the New Haven 
Re ilroad. 


® silling of Franklin Spier, Inc., 
€v York, was unchanged at $1,- 
HU.000. Although “most individ- 
accounts contracted sharply,” 
Spier said, “this was met by 


new accounts and by expansion of 
some of the old ones.” Largest of 
the agency’s 30 are Doubleday & 
Co. and Rinehart & Co., book pub- 
lishers. Largest new account was 
Sears, Roebuck’s People’s Book 
Club. In 1947 the agency multi- 
plied .071% and in 1948 .042% by 
seven to represent billings. 

Harold F. Stanfield, Ltd., Mont- 
real, Toronto, Edmonton, Van- 
couver and London, England, ex- 
panded sharply from $1,280,000 to 
$1,950,000, due both to old and new 
accounts, of which it now has about 
100. Among the larger ones, Mr. 
Stanfield mentioned Macdonald to- 
bacco. The agency does not reckon 
fees into billing totals. It was 
founded in 1940. 

Another Canadian agency, Stew- 
art-Lovick & MacPherson, Ltd., 
with headquarters in Vancouver 
and branches in six other cities, 
moved up from $1,225,000 to $1,- 
400,000. Most of its volume, from 
a score of accounts, comes from 
the Dominion Department of Na- 
tional Defense and British Colum- 


bia Packers, Ltd. The fee percent- | 


ages were 1% in 1947 and 2% in 
1948. The agency is 14 years old. 


a Storm & Klein, Inc., New York, 
(formerly Charles M. Storm Co.) 
reported merely that it had a “good 
increase” last year and was in the 
“$1-5,000,000 bracket.” Park & Til- 
ford Distillers and other enter- 
prises controlled by David A. 
Schulte are its chief accounts. 

Five of the 30 diversified ac- 
counts of Van Sant, Dugdale & Co., 
Baltimore, represented more than 
half of its billing in 1948. Fram oil 
filters, Glenn L. Martin Co. air- 
craft, Black & Decker Mfg., Na- 
tional Radio Institute, and Com- 
mercial Credit Co. This veteran 
agency, founded in 1912, increased 
from $2,900,000 in 1947 to $3,300,- 
000 last year. About 20% of total 
is represented by fees projected to 
billings. 


a William Von Zehle & Co., New 
York, started in 1945, lifted volume 
from $3,560,000 in 1947 to $4,300,- 
000 last year, with the help of 100 
accounts, the largest of which are 


the Brotherhood of Railroad Train- 
men and General Precision Equip- 
ment and subsidiaries. The fee 
proportion rose in this period from 
7% to 10%. “Direct mail via ra- 
dio,” Mr. Von Zehle said, “ac- 
counted for much of our total dur- 
ing the end of 1948.” 

Wesley Associates, New York, 
remained at the $4,000,000 level. 
Among its 35 clients are Shulton 
cosmetics, Dundee towels, and 
Nonspi deodorant. 

Divided 70% consumer and 30% 
industrial, the 13-year-old agency 
of West-Marquis, Los Angeles, had 
$1,900,000 billing in 1948, as against 
$1,700,000 in 1947. The “projected 
fee” part of these totals rose from 
8 to 10%. 
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in ‘chicago 


TRANSCRIPTION MASTERS + REFERENCE RECORDING 


fend 


eke 


fi end OF 200,000 
ABC MEMBERSHIP. 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


FACTS MEN STEER BY 


Men at the helm in business weigh policies daily 
with the help of the Journals of Commerce 


Tuese days, events far and near quicken 
or retard the pulse of business. 

Events in one’s own city, in Washington or 
in a distant land can start a trend toward new 
scarcities . . . increased demand for specific 
commodities and products... . 
new control factors .. . 


price structure... 


marketing bottlenecks . . 
squeeze .. . a narrowed or expanded profit 


margin. 


Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These com- 


a change in 


an inventory 


plete daily business newspapers are edited 
solely for business, industrial and financial 


interests. Spot dispatches from a world-wide 
staff and exclusive, business-angled news fea- 
tures, funneled down to the specific interests 
of management executives. 

To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 
interpret the facts and make decisions to 
meet the indicated conditions. 

No other source of business news is as 
complete and authentic as the Journals of 
Commerce, the daily newspapers that pro- 
vide the facts management executives steer by. 
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Do you advertise a business product or service? A commercial 
or industrial commodity? A consumer product with a top in- 
come market? Have you securities to sell in a market that has 
capital to invest? Do you have an institutional message for 
top management? 

Write or telephone for the Greater Journal of Commerce 
Market and rate cards. One order buys either or both, for sec- 
tional or nation-wide coverage. Get to the men who DECIDE 
...in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 


The Journal of Commerce, 53 Park Row, New York 15, N. Y. 


» 


*% Chicago Journal of Commerce, 12 E. Grand Avenue, Chicago 90, Ill. 
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NEW JERSEY'S FOURTH LARGEST MARKET 
NO COMPETITION 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You are holding a “Royal Flush" in the he ee | 
Bayonne market when you use THE BAYONN 
TIMES . . . No other paper or combination 
of papers can compete. THE BAYONNE 
TIMES delivers over 500% more circulation 
than all other evening papers combined. 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., N.Y. © 228N. La Salle St., Chicago 


March 7-9. National television 
conference, sponsored by the Chi- 
cago Television Council, Palmer 
House, Chicago. 

March 8-9. Domestic Distribu- 


tion Department, Chamber of 
Commerce of the United States, 
national marketing conference, 
Neil House, Columbus, O. 

March 10-12. Association of Wo- 
men Broadcasters, NAB, 6th an- 
nual convention, Drake Hotel, 
Chicago. 

March 23-25. Spring meeting, 
Association of National Advertis- 
ers, Hot Springs, Va. 

April 6-7. American Association 
of Advertising Agencies, Green- 
brier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
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Che Scranton Cimes 


COMES THROUGH AGAIN 
WITH ANOTHER YEAR OF 


OUTSTANDING LINAGE LEADER- 
SHIP IN 1948 


In Local Retail Display, THE 


Department stores 
Clothing stores 
Drug stores 


Electrical Appliances and Supplies_ 
Furniture & Household_.......___.. 


Groceries 
Heating and Plumbing__----- 
Jewelry 


Shoes 


a Se en 


TOTAL RETAIL DISPLAY LINAGE | 


TIMES Led the 2nd Paper in 


| 

! 

| 

1 

! 

nearly 2 to | 
1 

| 

I 
ee t 
5 to | 


TIMES 9,048,262 
2ND PAPER 5,399,291 


In General Display, THE TIMES Led the 2nd Paper in. . 


Groceries 


Housing Equipment and Supplies_- 


Industrial 


Toilet Requisites 
Medical 
Wearing Apparel 
Automotive 


5 to 


I 
! 
I 
! 
3 to | 
I 
| 
I 
I 


TIMES 1,882,258 


TOTAL GENERAL DISPLAY LINAGE {ono paver 670194 


Total Advertising Linage for the Year 1948 


12,569,356 


IN TOTAL DISPLAY 


FIRST 


IN LOCAL DISPLAY 

IN GENERAL ADVERTISING 

IN CLASSIFIED ADVERTISING 

IN EVERY MAJOR CLASSIFICATION 


FIRST IN CIRCULATION — FIRST IN NEWS 


Che Srranuton Cimes 


SCRANTON, PENNA. 


George A. McDevitt Company, National Representatives 
NEW YORK * CHICAGO * PHILADELPHIA + DETROIT + CLEVELAND 


vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. P 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 
May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 


LOUIS J. GRAFT 

Dayton, O.—Louis J. Graft, 48, 
general manager of the Dayton 
Shopping News, died recently in a 
hospital here. Before moving to 
Dayton, Mr. Graft was associated 
with the advertising departments 
of the Louisville Courier-Journal 
and Times and the old Herald- 
Post. 


O. V. JOHNSON 

Los ANGELES—O. V. Johnson, 
with the Dana Jones Co., adver- 
tising agency here, for the past 
18 years, died Feb. 8, as the result 
of a heart attack. 

Mr. Johnson was with Foster & 
Kleiser in Los Angeles from 1923 
until 1930, when he joined Dana 
Jones. At the time of his death, 
he was account executive for 
Bullock’s department store and the 
Downtown Business Men’s Assoc- 
iation, and acted in an advisory 
capacity for the agency on radio, 
television and outdoor matters. 


, 


CHARLES R. WILSON 

FAYETTEVILLE, N. C.—Charles R. 
Wilson, 77, publisher of the Fay- 
etteville Observer for the past 25 
years, died Feb. 13. 


Schlaifer Opens Agency 


Charles Schlaifer, formerly di- 
rector of advertising, publicity 
and exploitation for 20th Century- 
Fox, last week established his own 
agency, Charles Schlaifer & Co., 
in temporary offices at 212 W. 
50th St., New York. He will take 
over the national account of 20th 
Century-Fox and the Roxy The- 
ater, New York, June 1. 


Four Appoint Morrow Agency 


Tim Morrow Advertising, Chi- 
cago, has been retained to handle 
the advertising of Woodstock Type- 
writer Co., Woodstock, Ill.; Crest 
Industries, Chicago; Steiner sales 
division of American Linen Supply, 
Chicago, and Gerrits Gadget Co., 
Appleton, Wis., golf equipment 


manufacturing. 


6 GAIN AND LOSS PERCENTAGES —52 CITIES re] 

MONTH 

DECEMBER 1948 ~ 1947 | LOSS GAIN 

GALCARON | mes} 10 _- ) ° 20 30 40 50 6 
NN 
BOA} 3,4 = 
ATTOMOTME 12.0 | 
FINANOAL 6.3 = 

TOTAL OISMAY..| 11.7) 

CLASSIRED 0.2 q 

TOTAL ADVERTISING.| 9. 

O@ARTMENT STORES.| 14. 

j ACOUPMAA TIVE d 
|. 1-DEC. 31, 1948-1947 | LOSS GAIN 
CLASSIFICATION =| caer i : } 

ee ge 12 , 12.___ 29 2 ___49 a 
COA! 7.6 

AUTOMOINE. | 20,5 

FINANOAL 5.6 — 

TOTAL OSMAY..| 13,4) 

CLASSIFIED 10, 

TOTAL ADVERTISING | 12 

DEPARTMENT STORES. 2 


NEWSPAPER ADVERTISING LINAGE—The department store classification led in 
Media Records’ December tabulation of newspaper advertising linage in 52 
cities, with a gain of 14.6%, compared with December, 1947. In the Jan. 1-Dec. 3) 
period, automotive linage led with a gain of 20.5%. Total newspaper advertising 
for the year gained 12.7%, and total display was 13.4% ahead of 1947. . 


Fuller, Cousins, 


Ensinger Exit 
in S&S Shakeup 


New YorK—C. W. (Chub) Ful- 
ler, advertising director of Street 
& Smith since 1938, last week re- 
signed in a sweeping reorganiza- 
tion of S&S’ advertising depart- 
ment. 

With him went Clayton Cousins, 
advertising manager of Madem- 
oiselle, and Clifford Ensinger, ad- 
vertising manager of Charm. 

No successor was named for Mr. 
Fuller. Robert E. Park, with S&S 
since 1938 and for the past two 
years S&S Pacific Coast manager, 
has been named advertising man- 
ager of Mademoiselle. 

Robert S. Gardanier, with S&S 
since 1940 and recently western 
manager of Charm, has _ been 
named advertising manager of that 
magazine. 

Edward M. McGlynn, on the 
magazine’s sales staff for 11 years, 
was named eastern advertising 
manager for Mademoiselle. 


a A spokesman for Street & Smith 
indicated that the advertising di- 
rector’s post was dissolved, and 


that advertising supervision would 
be vertical, from now on, with 
no horizontal responsibility. 

Mademoiselle’s Living is also 
due for revamping. Its two summer 
issues (it’s a bi-monthly) will be 
merged into an early fall issue 
S&S denied that Living—the mag- 
azine for which Pic was dropped 
—would be suspended. The April- 
May issue has a record 66 pages 
of advertising, S&S said. 

Gerald Smith, president of S&S, 
said the company was “gratified 
by the enthusiasm” with which 
Mademoiselle’s Living was re- 
ceived, and said that research 
showed need for a broader editorial 
base. Greater circulation (present 
delivery is 250,000) and merchan- 
dising are expected for the new 
magazine. 


Two Join Ted Bates 


W. P. Booth, formerly with 
Biow Co., New York, and William 
Sheldon, previously with Kudner 
Agency, New York, have joined 
Ted Bates, Inc., New York, as ac- 
count executive and art director, 
respectively. 


Ascap Names Collins 


Jules M. Collins, radio manager 
of the American Society of Com- 
posers, Authors and Publishers, 
New York, has been appointed 
sales manager, succeeding Herman 
Greenberg, who has retired after 
30 years with the society. 
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FTC's Cosmetics 
Plan Fouled Up 
by FTC Lawyer 


VASHINGTON—The Federal Trade 
Commission’s efforts to write a 
trode practice code for the cos- 
metie and toilet goods industry 
bordered on collapse last week 
after a representative of the com- 
mission’s litigation division at- 
tempted to rewrite a formula 
which had been worked out en- 
abling manufacturers to offer al- 
ternate sales promotion benefits 
to customers who are unable or 
unwilling to use demonstrators. 

A sharp protest from S. L. May- 
ham, executive vice-president of 
the Toilet Goods Association, 
prompted the commissioners 
Thursday to refer the demonstra- 
tor proposals to staff personnel 
“for further analysis.” Within the 
commission there was considerable 
feeling that failure to write a 
workable and understandable code 
for the cosmetic and toilet goods 
industry would be a fundamental 
blow to the entire trade practice 
conference method of dealing with 
controversial business “habits.” 

The immediate crisis, raised by 
Mr. Mayham’s protest, came from 
the unexpected participation of 
Mr. Philip Layton, a member of 
the litigation division, in the in- 
dustry conference here a week 
ago. Mr. Layton, who handled the 
Elizabeth Arden case for the com- 
mission, exhaustively redrafted the 
system of “alternate benefits” 
which the commission had pre- 
viously accepted as a basis for 
discussion. 


s Mr. Mayham is demanding that 
Mr. Layton’s contributions be 
stricken from the record, or that 
the industry have another hearing 
or more time in which to answer 
them. 

While Mr. Layton accepted in 
principle the system of alternate 
benefits which FTC had worked 
out in an effort to “square” cos- 
metic and toilet goods promotions 
with the “proportionately equal 
terms” requirement of the Robin- 
son-Patman Act, the Layton sub- 
stitute embodied unbelievably 
complicated verbiage, and a sys- 
tem of waivers and disclaimers 
which would involve cumbersome 
administrative and bookkeeping 
responsibilities. 

One Layton provision requires 
that cooperative newspaper ads 
include a statement of the total 
cost of the ad, and the percentage 
contributed by the manufacturer. 


8 Despite the violent industry re- 
action to Mr. Layton’s proposals, 
Henry Miller, chief of the trade 
practice conference division, re- 
mained hopeful that the cosmetic 
anil toilet goods code would be 
completed. Mr. Miller points out 
thet the commission’s willingness 
‘o authorize a system of alternate 
pri motion benefits is a substantial 
ga 1. for the industry. Mr. Miller 
ac} nowledges that there would be 
no value in going ahead with the 
work unless the industry is agree- 
abe to what is to be produced. 


N.Y. Sun’ Sale Denied 


_\ided by the gossip columnists, 
New York boiled last week with 
tunors that several of its nine 
fe ieral dailies would be sold or 
merged. The rumors were stirred 
‘y the fact that several papers— 
in luding the Herald Tribune, Post 
ad World-Telegram—recently 
he ve laid off people. 

'n notices placed in the delivery 
aod mail rooms and mechanical 
de >oartments, Thomas W. Dewart, 
Pudlisher of the New York Sun, 
Te eated a statement he made to 
€n ployes three years ago. “Yes,” 
he said, “The Sun is for sale—on 
a. newsstands at 5¢.” 


e 


bee Me 


Last Minute News Flashes 


Presents ‘The Case for Scotch’ in Dailies 

New YorK—National Distillers Products Corp. has started a news- 
paper campaign for Gilbey’s Spey-Royal Scotch, featuring authors and 
their fictional detectives as the theme of the new series. The 300-line 
ads, showing an opened case of Scotch, will run in major markets on a 


staggered schedule, through Lloyd, 


Chester & Dillingham. 


Virgil Reiter Appointed by Ruthrauff & Ryan 

Cuicaco—Virgil Reiter Jr., for many years branch manager of the 
WCAU office in Chicago, has joined Ruthrauff & Ryan here as head of 
sales and contact in the television department. 


Texaco Launches Drive on Sky Chief Gasoline 

New Yorx—Texas Co., through Newell-Emmett Co., last week started 
a magazine campaign for Sky Chief gasoline, introducing a flying red 
deer. Full-color pages will be used in American Legion Magazine, 
Collier’s, Life, Look and The Saturday Evening Post. In addition, there 
will be black-and-white copy in smaller circulation publications. 


Embassy Cigaret Drive Starts in ‘Life.’ Newspapers 
New York—Aftr a year of test advertising in various cities, P. Loril- 
lard Co. will break a national campaign for Embassy cigarets beginning 
with a spread in the Feb. 21 issue of Life. Newspapers will be used 
throughout the country. Geyer, Newell & Ganger, New York, is the 


agency. 


‘N. Y. News’ Starts Circulation Contest Promotion 

New York—The New York News will offer $1,000 a day for 30 
weekdays beginning Feb. 21 in a horoscope contest, in order to main- 
tain its 2,200,000 weekday and 4,500,000 Sunday circulation. The contest 
will be advertised in New York metropolitan newspapers. 


Church & Dwight Baking Sodas Go to JWT 

New York—Church & Dwight Co., maker of Arm & Hammer brand 
and Cow brand baking soda, has appointed J. Walter Thompson Co. 
here to handle its advertising. The account was previously handled by 


Brooke, Smith, French & Dorrance. 


Crosby Gets Sponsor; 
Hope Stays on NBC, 
Cancels WHAS Bid 


New York — These, in brief, 
were the radio talent developments 
last week: 

NBC proudly announced that 
comedian Bob Hope is not switch- 
ing to CBS and hinted that Wild- 
root’s “Sam Spade,” set to be dis- 
possessed by Coca-Cola’s Edgar 
Bergen on Columbia next fall, may 
reverse the trend and switch to 
NBC. 

(Hope has withdrawn from the 
competition for WHAS and other 
Courier-Journal broadcast and tel- 
evision facilities in Louisville. His 
attorney, Leonard Marks, says he 
could not be prepared by Feb. 28, 
when FCC takes up $1,950,000 
offers submitted by Crosley Corp., 
Fort Industries and Hope.) 

It was reliably reported but un- 
confirmed that Bing Crosby will be 
working for Chesterfields when he 
joins the CBS lineup next year. 
Philco Corp.’s advertising execu- 
tives and the singer’s present 
backers, were not available for 
comment on that company’s future 
radio plans. 

Mutual Broadcasting System got 
into the act with the announce- 
ment that Maurice Chevalier’s 
30-minute transcribed program 
will be offered as a co-op starting 
next month. At least three spon- 
sors, including one large depart- 
ment store, have been lined up. 
Meanwhile, Mutual is hopeful that 
negotiations with Dinah Shore and 
Frank Sinatra for a daytime co-op 
series will be completed within a 
few days. 

Philip Morris—sponsor of the 
much ballyhooed NBC replace- 
ment for Jack Benny, Horace Heidt 
—is said to be looking around for 
other, less competitive time spots. 
The most noteworthy offer: Co- 
lumbia’s submission of the Sun- 
day 10:30 p.m., EST, niche (the 
band leader’s old time on NBC). 


Selby and Bowman Join B&B 
Herbert G. Selby, former me- 
dia director of Morse Interna- 
national, New York, has joined the 
media department of Benton & 
Bowles, New York. Edward L. 
Bowman, former publisher of the 
Reveille, Seneca Falls, N. Y., has 
joined Benton & Bowles’ new Cin- 
cinnati office as manager of co- 
operative advertising on Crosley. 


NAB Board Names 
Committee to Study 
Its Future in BMB 


NEw OrRLEANS—The board of di- 
rectors of the National Associa- 
tion of Broadcasters last week ap- 
pointed a five-member committee 
to “study NAB’s role in the future 
structure and status of a radio 
audience measurement organiza- 
tion to meet today’s competitive 
and research problems.” 

The group will make its report 
to the board when it convenes in 
April at the NAB convention. 

This action was voted by the 
board after a full day’s discussion 
on the problems of the Broadcast 
Measurement Bureau, the present 
tripartite organization for periodic 
measurement of radio’s audience. 

On the advice of its promotion 
committee, the board recom- 
mended the establishment of an 
All Radio Presentation Corpora- 
tion to handle the promotion of 
radio as a selling medium. This 
plan, although aimed especially 
at advertisers to convince them of 
radio’s sales effectiveness, also 
will include a program to acquaint 
the listening public with radio’s 
power as a mass medium. 

Justin Miller, NAB president, 
was instructed to employ two new 
staff members—a television ex- 
pert and a governmental repre- 
sentative. 


Chrysler to Launch 
Record Campaign 


Detroit—What has been called 
its greatest advertising campaign 
will be launched by the Chrysler 
division of Chrysler Corp. in news- 
papers and magazines in March. 

The announcement campaign 
will open March 11 in news- 
papers, it was disclosed by John 
Caron, advertising manager of the 
division. Every evening newspaper 
in the country will be used in the 
announcement ad. 

This will be followed by four- 
color pages in national magazines. 
The division will use only page 
ads this year. Last year it used 
some spreads, especially in the 
“Chrysler takes care of its own” 
series. (In a story from Atlantic 
City last week, AA erred in re- 
porting that spreads will be used 
in magazines.) 


4 IN 1—Schwimmer & Scott, Chicago, 
next Friday will run this full-color page 
in the Chicago Tribune for four of its 
accounts—Salerno crackers, Dr. Pepper, 
Realemon and Mickelberry’s sausage. 


Four-Advertiser 
Color Pages to 
Run in ‘Tribune’ 


Cuicaco—Schwimmer & Scott 
will break a new “first” in news- 
paper color advertising this week 
with a full-color page in the Feb. 
25 Chicago Tribune divided equal- 
ly among four food and beverage 
manufacturers. 

Four quarter-page units will 
carry the ad messages of the Sa- 
lerno-Megowen Biscuit Co., Chi- 
cago division of Dr. Pepper Bot- 
tling Co., Puritan Co., maker of 
ReaLemon lemon juice, and 
Mickelberry’s Food Products Co., 
all Chicago accounts of the agency. 

R. J. Scott, agency president, 
said another page unit similar to 
this one is being developed by the 
agency, and will include items of 
general home use. 

The food-beverage foursome has 
contracted for a series of 12 run- 
of-paper full-color pages in the 
Tribune, with one appearing each 
month. Each advertiser gets a 
quarter page, and the positions on 
the page are rotated so that each 
gets an equal number of top and 
bottom and right and left posi- 
tions. 


2 The forthcoming insertions, ap- 
pearing on the back pages of news 
sections, “represent today’s ulti- 
mate in impact advertising,” said 
Mr. Scott, “particularly to a food 
advertiser whose product relies 
so heavily on the appetite appeal 
factor of advertising.” 

Under the agency plan, each ad- 
vertiser buys one-quarter page 
space, and the ad is laid out as a 
full-page unit. Friday was selected 
for the series, since it is the cus- 
tomary food shopping day for 
morning dailies. The series has 
been scheduled to “precede and 
capitalize upon every major hol- 
iday throughout the year,” Mr. 
Scott said. 

Ten thousand reprints of each 
ad in the series are to be supplied 
to sales staffs of the advertisers, 
who will contact dealers a week 
in advance of publication dates, 
arrange window and store dis- 
plays, check on adequate stocks, 
etc. 

Orders on such pages or series 
of pages must be placed by a 
single agency, the Chicago Tribune 
told AA. Space costs are appor- 
tioned by the agency among par- 
ticipating advertisers at regular 
Tribune card rates. 


Olive Board Plans Drive 


The California Olive Advisory 
Board has announced that it will 
begin a national advertising cam- 
paign March 1. Cosby & Cooper, 
San Francisco, is the agency. 


Magazine Audiences 
Hotly Debated by 
Curtis, ‘Look’ Men 


New York — The session of the 
Market Research Council was liv- 
ened last week by a discussion of 
magazine audiences, their meas- 
urement and their value to the 
advertiser. 

A. N. Watson, assistant treasurer 
of Curtis Publishing Co., asked 
why family data in the tenth re- 
port of the Magazine Audience 
Group was drawn from report No. 
9, saying that, thus “the improved 
sampling techniques of the fam- 
ily survey were thrown overboard 
when it came time to calculate 
audiences.” 

Mr. Watson also questioned 
values in pass-along readership 
(“Does the maid have the same 
value as the mistress of the house- 
hold who is the subscriber?”), 
whether confusion is not possible 
when similar pictures appear in 
Life, Time and daily newspapers, 
and whether anyone who identifies 
a single item should be called a 
reader. 


@ Vernon C. Myers, assistant to 
the president of Look, argued that 
sampling and audience surveys of- 
fer real advantages to the buyer 
of advertising. He asserted that 
only through some form of audi- 
ence research could data be de- 
veloped as to the number of rea- 
ders, what kind of people they are, 
to what degree material is read 
and what duplication exists be- 
tween magazines. 

Mr. Myers disputed claims that 
techniques used are “fraudulent, 
frivolous or incapable of produc- 
ing accurate information,” argu- 
ing that the MAG techniques 
“hew to the rigid standards of 
tested research.” 

William L. Chenery, publisher 
of Collier’s, asserted that efforts 
to substitute figures for those of 
the ABC indicate a trend “toward 
the irresponsibility of half a cen- 
tury ago.” He said ABC reports 
are more scientific, autheni:c and 
disinterested than magazine au- 
dience surveys. 


Lyne Named Head of 


Simmons-Boardman 


NEw YorK—James G. Lyne 
last week was named president of 
Simmons-Boardman Publishing 
Corp. He joined the company in 
1920. 

After spending six months as a 
reporter on the New York Daily 
News, he was hired for Railway 
Age. He was successively the rail- 
road paper’s financial editor, as- 
sistant to the editor-in-chief, Sam- 
uel O. Dunn, and co-editor in 1947. 
Mr. Dunn, formerly president, be- 
came chairman of the board. 

Mr. Lyne will continue as co- 
editor of Railway Age, the only 
magazine to which he devotes edi- 
torial attention, although he works 
as a publisher on all S-B publica- 
tions. 


Lack of Funds Forces Church 
Group to Drop Radio Show 


The National Council of the 
Protestant Episcopal Church, New 
York, will discontinue “Great 
Scenes from Great Plays,” broad- 
cast Friday nights over Mutual, 
after Feb. 25 because of financial 
difficulties. H. B. Humphrey Co. 
is the agency. 

Meanwhile, the council an- 
nounced that it will try to raise 
funds to sponsor another coast-to- 
coast radio broadcast later in the 
season. 


Tender Leaf to Compton 


Standard Brands last week 
named Compton Advertising to 
handle Tender Leaf tea, tea balls 
and instant tea, effective April 15. 
J. Walter Thompson Co. formerly 
had the account. 
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Philly Gimbel's Brings 
Television into Store 
Gimbel Bros., Philadelphia, will 


sponsor an hour video show over | 


WFIL-TV starting Feb. 28. “Gim- 
bel’s Television Breakfast Carni- 


val,” to be heard daily except 
Wednesday, will originate from 
the store, thus facilitating the 


demonstration of featured prod- 
ucts. Robert J. Enders Advertising 
will produce the telecast. 


Two Appoint Gould Agency 


Robert Gould, New York, has 
been appointed to handle the ad- 
vertising of Tiny Tailors, Inc., 
New York, manufacturer of viny] 
plastic lined infants’ wear, using 
consumer and trade advertising, 
plus direct mail. Automotive Car- 
'pet Industries, New York, manu- 
facturer of Magic Step and Luxury 
Tred automobile carpeting, has 
named Gould to direct its adver- 
tising. 


and 


Nashville Chamber of 
Commerce figures. 


PRION TUNG 


$10,000,000 


= The Nashville Tennessean 


Newspaper Printing Corporation, Agent 
represented by the Branham Company 


NAS ENVY DbibIs 


The "MONEY TOWN” of the South 


publishing adds 


annually to the 
buying power of 
the ‘‘Money Town” 
of the South. 


Reach this prosperous 
market through two 
great newspapers. 


THIS DRAWING PREPARED ON 
CRAFTINT DOUBLETONE PATTERN 
We. 206 AND REDUCED OWE THIRD. } 


Reproduction costs less, too. Craftint 
Doubletone art, although containing two 
tones of gray, plus black and white, repro- 
duces in straight line. 

Two differefit shading tones are invisi- 
bly processed in Craftint Doubletone 
drawing papers. These can be instantly 
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What a Difference a Few Brush Strokes Make on CRAFTINT DOUBLETONE! 


THE CRAFTINT MANUFACTURING CO. 


DOUBLETONE 


ee 


BE Or. 
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made to appear with the quick application 
of developers. Completed art contains 
already screened tones in the exact value 
they will appear in reproduction. 
At your art sap rry dealer, or write 
direct for seen. and chart showing 
17 Doubletonme patterns. 


Advertising in the Test Stage 


Champ, New Home 
Deodorant, Gets 


Ad Test in Peoria 


Cuicaco—Central Equipment 
Co. has launched an all-out, 90- 
day test for its new Champ home 
deodorant in the Peoria, IIlL., 
market, featuring a 10¢ coupon 
offer and enlisting 100% support 
of Peoria area distributors. 

The merchandising drive started 
Jan. 31, although Central Equip- 
ment originally had planned to in- 
troduce Champ last October (AA, 
Oct. 4, ’48). A last-minute hitch 
in the testing laboratories prompted 
the company to withhold the prod- 
uct until additional tests proved 
the merit of the chemical formula 
used. 

Champ, which is fair traded at 
.49¢, is manufactured in solid form 
and housewives are told in the 
introductory copy that its round 
container may be used either as a 
pump-gun or an open container. 
This “revolutionary new  odor- 
destroying agent” not only is easy 
to use, but quick-acting and en- 
tirely safe, the ads emphasize. 


w The test started with 448-line 
ads in the Peoria Journal and Star, 
and the same copy is being alter- 
nated with 250 and 140-line ads in 
the dailies once or twice a week. 
The 10¢ discount also is offered 
via 15-second and one-minute 
spots on WMBD three or four 
times daily, and in a full showing 
of bus cards throughout the area. 
Tying in are window displays of 
Champ at traffic centers, and win- 
dow streamers, counter cards, etc., 
in food, drug and hardware stores. 
All wholesalers in the area are 
stocking the product and cooperat- 
ing in the drive, the company said. 

Central Equipment expects 
Champ to become its leading con- 
sumer item, and national advertis- 
ing is contemplated. The company 
also manufactures Pycrust, a glass 
rolling pin, and Twinette, glass 
salt and pepper shakers, which are 
advertised in national women’s 
magazines. 

Kaufman & Associates handles 
the account. 


GENERAL PRODUCTS CO. 
TESTS CURLY WAVE 


Cuicaco—General Products Co., 
manufacturer of Curly Head wave 
solution, is using small-space 
newspaper insertions in selected 
markets across the country pro- 
moting its wave solution on a test 
basis. 

To date, no decision has been 
made as to how intensive or ex- 
tensive the promotion eventually 
will be. Craft Advertising Co., 
Chicago, handles the account. 


PRE-PACKAGED MEATS 
TESTED BY SWIFT 


Cuicaco—Like most of the larger 
meat packers, Swift & Co. has 
been making fairly extensive tests 
of new methods of merchandising 
meats for the past several months 
—especially to determine the mar- 
ket possibilities of pre-packaged, 
quick-frozen meats. 

In a fairly sizable group of 
stores in various markets, the com- 
pany has tested such products as 
veal cutlets, pork tenderloin, sand- 
wich steaks, beef sweetbreads, 
hamburger, cut-up chicken, lamb 
hearts and oxtail joints. 

For a number of weeks, the 
marxet trials have been done 
without advertising or publicity 
support, to test public reaction 
without fanfare. Toward the end 


e Cleveland 10, Ohio e 


DRAWING 
PAPERS 


of January, however, Swift de- | 
cided to check the effect of ad- 
vertising in stimulating acceptance 
for the new products. 

Since a number of the test 
stores were located in Kalamazoo, | 


‘champ 


+ 


CHAMP BOWS—Central Equipment Co., 
Chicago, introduced its new home de- 


odorant with this couponed copy in 
Peoria, Ill., newspapers at the start of a 
90-day test. 


the company ran full-page ads in 
the food sections of the Kalamazoo 
Gazette, headlined: “Now, wide 
variety—these tempting Swift’s 
Main-Dish meats. Quick frozen! 
Ready to cook! No waste!” 

Vernon Beatty, Swift advertis- 
ing manager, told AA that the pre- 
packaged meat marketing check- 
ups are still definitely in the test 
stage—that the company has not 
reached any decision on expanding 
the program to other markets. 

J. Walter Thompson Co. handles 
advertising for the company’s 
meat products. 


EXTENDS ‘CHIPITS’ ADS 

Toronto—Chocolate Sales, di- 
vision of Van Kirk Chocolate Corp. 
of Canada, is extending its test ad- 
vertising of Chipits, chipped choc- 
slate, to a national basis. The ex- 
panded campaign will include copy 
in metropolitan dailies, farm pub- 
lications and weekly magazines. 

Muter & Culiner Ltd., Toronto, 
handles the account. 
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Appoints McKee & Albright 


Hood Chemical Co., Pittsburzh, 
has appointed McKee & Albright. 
Inc., Philadelphia, to direct ‘he 
advertising of 33 bleach, Zo: ry 
household cleaner, E-Z starch nd 
products of Crescent Chemical ‘ 0., 
a subsidiary. Hood household priid- 
ucts will be promoted nation: ly 
in newspapers on a 52-week ba. is 
Crescent laundry products \ jj! 
use trade publications. 


KGO.-TV Starts Testing 


American Broadcasting Co.’s new 
San Francisco video station, KGO- 
TV, took to the air Feb. 1 with 
a test pattern. The station is sched- 
uled to begin televising commer- 
cial programs some time between 
May 1 and June 1. 


Griffiths to Dickie-Raymond 


George E. Griffiths, formerly 
with J. Walter Thompson (Co, 
Fairbanks, Morse & Co. and Earle 
Ludgin & Co., has joined Dickie- 
Raymond, Inc., Boston and New 
York, as associate art director. 


MARINE 
POWER 
CONSTRUCTION 
TRANSPORATITON 
AGRICULTURE 
LUMBER 


* Whatever Diesel 
market you look 
at, Diesel Progress 
covers that market 
completely. Edited 
for the purchasers 
of Diesel equip- 
ment. 


Edited ond Published by REX W. WADMAN 


2 WEST 457TH ST. NEW YORK 19, Nw Y 


Keep Your Eyes 


CHARLESTON 


States! 


fibre, potatoes 


phase of interest to you. 
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FOURTH PLACE NATIONALLY 


In the January 31 issue of ADVERTISING AGE we 
called attention proudly to the fact that in the January 
report of “Business Trends’ 
McNally, Charleston stood in sixth place among the 
top ten cities of the nation in business gains. In the 
February report, just released, Charleston has moved 
into fourth place among all the cities of the United 


Our advertisement last month also stressed the growth 
of the Port of Charleston. New and later figures, just 
released by the Collector of Customs, show that in the 
first seven months of the fiscal year 1948-49 customs 
receipts were larger than in the entire previous fiscal 
year! These heavy receipts came from cargoes of rayon 
, whisky, bananas, mahogany, nitrate of 
soda, chrome and other ores. 


These figures reflect the sound, steady growth of the 
Port of Charleston and its properous trading area. This 
entire section is effectively covered by THE NEWS 
AND COURIER and THE CHARLESTON EVENING 
POST. We have furnished facts and figures on this 
prosperous section to many national advertisers, and 
we will be pleased to send you complete data on any 


On Charleston! 


MOVES INTO 


> published by Rand- 


THE CHARLESTON EVENING Pos 


The News and Courier 


"CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 
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Starts Tele-Theatre 


Tele-Theatre Productions, a new 
AM-TV package company, has 
opened offices and studios at 33 
V. 58th St., New York. The firm, 
eaded by Charles W. Christen- 
erry Jr., writer-producer, has 
facilities for training actors in 
video techniques and for servicing 
clients with low-budget television 
scenery. 


WNOR Appoints Harper 


Earl Harper has been appointed 
general manager of WNOR, Nor- 
folk, Va., new full-time indepen- 
dent radio station, which is sched- 
uled to go on the air April 1. A 
veteran of 22 years in the broad- 
casting industry, he previously 
headed the Atlanta office of Wal- 
ker Co., radio station representa- 
tive. 


themum ‘The Early Worm" 


stration that consistent WBNS 
time pays dividends. 


MMB 


ANN 
y 


\ 


natural that Columbus’ Annual Mum Show should name a chrysan- 
in honor of his morning WBNS pro- 
gram that helps folks start the day in high good humor. Johnson 


is the first in radio to receive such a distinction. 


CIVIC AFFAIRS ARE OF SPECIAL INTEREST 


TO WBNS — Richard A. Borel, general manager of the Sta- 
tion, sets the pace for all as an enthusiastic worker for fifteen 


organizations from the Boy's Club to the Columbus Philharmonic. 
He is also an active member of CBS Affiliates Advisory Board. 


TWENTY YEARS ON WBNS — thor's the record of 
the Capital City Products Company, makers of Dixie Margarine 
and Kingtaste Salad Dressings. Dixie and Kingtaste are household 


words among the families of Central Ohio. . 


POWER 5000 D-1000+-N CBS 


A POSY FOR IRWIN 
JOHNSON who wins all 


popularity polls in Central 
Ohio as the tops in disc 


jockeying and as an outstand- 


ing personality. It was only 


. another demon- 


ASK JOHN BLAIR 


duotone or full-color process. 


AMONG OUR CLIENTS 


Montgomery Ward 
Sears Roebuck 
Caterpillar Tractor 
Diomond T Motor Co. 
Studebaker Corp. 
Gonera!] Motors 
Diesel Corp. 
General Mills 

J. Walter 
Ruthrouff & Ryan 


Batten, Barton, Durstine 
& Osborne 


Roche, Williams & 
Cleary 

Martin Senouwr 
Paint Co. 
Grant-Jocoby 


Portland e« Seattle e los Angeles 
Konsas City « Lovisville « Chicago 
Cincinnati e Washington, D. C. 


TO ENABLE YOU TO SPOT-TEST NEW if 


MARKETS, OR TO GET THE ADVANTAGE OF COLOR 
PRINTING IN SMALL JOBS WE SPECIALIZE IN 


) £0087 RUSE Cbs 
) With Umasing Zoomomy 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we con give you runs of as few as 100 
copies, in any size up to 40” x 60” 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


+ Truly Wlagnificend 
Kes 


Our screenless, dotiess process is the near- 
es! opprooch to photography. Just give us 
your negotive or kodachrome or any art 
work (4” 
through with reproductions of amazing fidelity. 


FREE SAMPLES gladly mailed to you on 


request. Or, if you hove a job coming up 
right now, our quotation will interest you. 


ILLINOIS PHOTOGRAVURE CO. 


466 W Superior St. + Chicage 10 + De. 7-6950 
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| Robert Mendte will continue as 


Smith Davis 
to Run Business 
Buying Company 


(Continued from Page 1) 
be interested in properties in their 
areas. 

“There will be no limit on the 
size of the business handled,” he 
said. The current list of BCA 
“opportunities” ranges from a 
small soap plant, offered at $8,000, 
and a “large resort night club, 
finest location, $140,000,” to a 
“well known whisky distillery, 
large inventory, $3,500,000.” 

When enough franchises have 
been placed to provide reasonable 
national coverage, the corporation 
plans to launch a campaign on the 
“network” in business and exec- 
utive magazines. 


s BCA will receive 10% of the 
individual broker’s gross fee. The 
corporation suggests that the 
broker charge 10% on sales of 
$100,000 and less, and 5% on 
larger sales, but Mr. Zugsmith 
pointed out that BCA will impose 
“no limit.” 

Smith Davis Corp. will help to 
provide “vertical” information on 
availabilities by specific industries, 
and BCA representatives will pro- 
vide “horizontal” information, 
across the country. 

The representatives would do 
some “doctoring” to appreciate 
the value of properties. They 
would not lend money to the 
seller or invest in his property, 
but, “in an emergency,” they 
might help him to get it. 


DAVIS OPENS BRANCH 
IN PHILADELPHIA 


New YorkK—Smith Davis Corp. 
has opened a “small properties 
division” at 307 S. 16th St., Phil- 
adelphia, to handle the buying and 
selling of smaller newspapers and 
radio stations. Larger properties 
will continue to be handled from 
the Waldorf Towers here. 

Alvin Freemount will add the 
direction of the new division to 
other duties with Smith Davis. J. 


Philadelphia office manager. 


Coleman Merges Units, 
Shifts Sales Executives 


Coleman Co., Wichita, Kan., 
maker of heating equipment, has 
created a marketing division to 
consolidate its sales, advertising 
and promotional activities. R. W. 
Carney will head the division as 
vice-president in charge of mar- 
keting. Reporting to him are C. L. 
Burrows, national sales manager; 
A. W. Boyer, advertising manager, | 
and C. B. Corbin, market research 
manager. 

A. O. Beyer, formerly regional 


Elected Botstord Directors 
Dave Botsford Jr., of the San 
Francisco staff of Botsford, Con- 
stantine & Gardner, and W. W. 
Woodbridge, of the firm’s Seattle 
office, have been elected to the 
agency’s board of directors. 


Hexol Appoints Cole 

L. C. Cole Co., San Francisco, 
has been named to direct the ad- 
vertising of Hexol, Inc., disinfect- 
ant manufacturer. Foote, Cone & 


Belding, San Francisco, formerly 


handled the account. 


SEASONAL ART 


... for every occasion and use, is 
| furnished with the new Art Mort” 
i.” Service. Full details on request. 
“- *CLASSUFIED ART FOR EVERY USE 


“ART MART 


308% N Herwoed 
Delles |}, Texes 


WEE! delivers 
the biggest ratin 
more often 


than all other 
Boston stations 
combined. 


*Pulse: Sept.-Oct. and Nov.-Dec. 1948 


For details, contact us or Radio Sales. 


sales manager for south central and 
southwestern states, has been | 
named national sales manager in | 
charge of Coleman’s open market | 
unit. F. W. Richards, formerly 
manager of the major appliance 
division, has been named assistant 
national sales manager. 


Crosley to Join DuMont 


Three Crosley Broadcasting 
Corp. television stations plan to 
affiliate with the DuMont Tele- 
'vision Network. WLWT, Cincin- 
‘nati, will start carrying DuMont | 
|kinescope shows within a month, | 
land WLW-C, Columbus, and| 
| WLW-D, Dayton, will do so when 
they begin operation next month. 
|All three are or will be affiliated | 
with NBC’s video network. q 


Two Name Junger Agency 


Mort Junger Advertising, New 
| are has been retained to handle 
the advertising of Princess Eve 
Products Corp., manufacturer of | 
beauty and cosmetic accessories, 
and Samuel Kaplan & Sons, Inc., 
linings manufacturer. 


| MERCHANDISING | 


->A SPECIALIZED GROUP 


THOROUGHLY 


TRAINED IN 


DEALER-CONSUMER PSYCHOLOGY 


|: - COMBINING CREATIVE TALENT, 


CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
TO PRODUCE DISPLAYS 


LOADED WITH SELLING POWER 
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a comics as a medium for sales and social influence. 


about 


and the comics ? 


HERE are almost as many opinions about adult America’s 
interest and attitude toward the comics as there are adults. 


But the facts on this subject have been few! 


Now, for the first time, facts on this question are available. 
Unbiased facts, comprehensive facts, revealing facts...assem- 
bled under the guidance of The Department of Communications 
in Education, New York University, and Stewart 
Dougall & Associates. 


With these facts at hand, you can now know 
the general reaction of adults to comics, their 
reasons for feeling as they do, their familiarity 
with comics in various forms, the influence of 
children, education, income, age, sex and other 
factors on attitudes towards the comics. 


Significant highlights of this study are revealed 
in the first release “Adult America’s Interest in 
Comics,” a study of popular habits, attitudes and 
preferences related to comics and other media of 
communication. It can help you in appraising the 


It is yours for the asking. Simply write to: 


THE COMIC WEEKLY 


Read by More than 18,000,000 adults 
The Only NATIONAL Comic Weekly... A Hearst Publication...63 Vesey St., N. Y., Hearst Bldg., Chicago 
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